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ABSTRACT
American society of the 1990's is characterized by a 
high degree of fragmentation, geographic mobility and 
general feelings of a dramatically changing social world.
For various reasons, every year many people move from their 
birth homes, leaving behind established affiliations and 
networks. Consequently, they may find it difficult to 
develop a sense of identity of community. Today, sports, 
via fan association or "booster clubs," may serve as the 
vehicle for identity maintenance and transition into a new 
community. The effects of joining a sports booster group is 
examined by using questionnaire data from a survey conducted 
on members of the Southern California Browns Backers 
Association (SCBBA). The analysis seeks to determine how 
individuals establish a sense of community centered around 
leisure. The results of the study revealed that, for most 
respondents, the SCBBA provided hometown ties and thus a 
sense of roots, provided valuable bonding opportunities, 
allowed for expressions of loyalty and commitment, and 
helped to maintain positive feelings of identification and 
self-esteem.
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CHAPTER 1
INTRODUCTION
The impact of sport on society is immense. For many, 
sport is as important as religion. Why is sport so 
important, for so many? And what is it about sport that 
makes it so attractive to individuals? There are a number 
of arguments and theoretical explanations that attempt to 
answer these types of questions. Among the many 
explanations of sports popularity are theories of fan 
identification to a sports team; the bonding process of 
sharing an allegiance to a team with other fans; and the 
idea that identification and allegiance to a team helps to 
form a sense of community, or belonging.
American society of the 1990's is characterized by a 
high degree of fragmentation, geographic and residential 
mobility, dramatic advancements in technology and 
communications, and the development of a "world-wide" 
community. Some theorists refer to this phenomenon as the 
post modern society. It is impossible to give an agreed 
upon and consensus as to the definition of post-modernity 
because the issues are essentially contested (Turner, 1990). 
The notion of post-modernism in art history and aesthetic 
theory is relatively well established, it is only recently
1
2that there has been any significant interest in post­
modernism in the social sciences. The so-called "modern" 
era is roughly agreed upon as the period around the mid­
sixteenth century, a time when early industrialization and 
"modern" advances were taken place, through the era of 
industrial capitalism (Turner, 1990 and Ritzer, 1990). 
Postmodernism, therefore, is the period after 
industrialization, a period characterized by dramatic 
changes in the social as well as economic spheres.
A primary social characteristic of post modernity is 
geographic mobility. Many people move thousands of miles 
seeking to find a "better life", leaving behind the roots of 
their youth. Consequently, many people have difficulty in 
developing a sense of identity or community in a fragmented 
world. Smith (1990) believes that humans establish an 
identity with pieces of geographical space and place, 
(territorial identity), comparable with the deepest of 
emotional ties and feelings. Smith (1990) argues that the 
supporting of the local football team can bestow a sense of 
belonging to and affiliation with something beyond self and 
family. It is therefore reasonable to assume that for many 
people who move from their birth homes that they maintain 
emotional ties and identity with their "home-town" team. It 
is hypothesized that individuals that maintain a strong 
level of commitment to the team will exhibit strong 
emotional feelings toward a particular geographic place;
3namely, the hometown football stadium.
In the past, many ethnic groups used ethnic based 
clubs as a vehicle to facilitate transition from their home 
country to America (Thomas, 1928; Barth, 1969; Bell, 1975;
De Vos, 1977; and Glazer and Moynihan, 1963). An ethnic 
group, from the social point of view, offers communality in 
language, a series of customs and symbols, rituals, 
appearance, and so forth (Roosens, 1988). Although ethnic 
grouping and identification remains popular today, I suggest 
that one alternative in alleviating the pressures of 
geographic mobility lies with the formation of leisure- 
centered groups, which in turn, offer some of the same 
membership advantages that can be provided by the ethnic 
clubs (i.e., rituals; beliefs and outlooks on society and 
community; norm expectations; and anomie and alienation 
reduction).
According to Edwards (1973), everyone needs to feel 
that he/she has ties with other human beings. In today's 
complex society; where family ties have become attenuated, 
where education, and the ease of geographical and 
residential mobility make it difficult to maintain an image 
of one's present place, past roots, and future prospects in 
society, the need for identity and community may be further 
heightened.
All human beings must establish a social balance 
between themselves and their associates. This social nature
4gives rise to certain interpersonal needs. Johnson and 
Johnson (1982) describe three basic needs: inclusion, 
control, and affection. The inclusion need centers in 
membership; who is included and who is excluded. The 
control need pertains to power relations in the group; who 
has influence over the other group members. Some members 
will want more influence, others may not want to influence 
anyone. The affective need has to do with how close the 
relations in the group are. Some members may want a close 
knit group with strong identification, while other members 
will maintain a level of distance from core activities.
Socialization, the process by which an individual is 
incorporated into a society or group (Reites, 1993), emerges 
through social interaction. Social interaction plays an 
important role in an individual's life. The individual 
wants to feel that he/she fits into a group or a society.
He wants to experience a sense of unity with his fellows. 
Hence, by joining together in groups, the individual becomes 
a part of a whole. He becomes an unique person within the 
group and at the same time the group provides him with a 
distinctive identity because of his membership (Lee, 1993).
This is particularly true with primary groups. Cooley 
(1909) described primary groups as those characterized by 
intimate face- to-face association and cooperation. They 
are primary in several senses, but chiefly in that they are 
fundamental in forming the social nature and ideals of the
individual. Members of a primary group share a sense of 
"we-ness", it involves the sort of sympathy and mutual 
identification for which "we" is a natural expression. 
Individuals share a sense of feeling toward the whole (the 
group). It is not to be supposed that the unity of the 
primary group is one of mere harmony and love. It is always 
a differentiated and usually a competitive unity, admitting 
of self-assertion and various appropriative passions; but 
these passions are socialized by sympathy and tend to come 
under the discipline of a common spirit (Cooley, 1909).
Primary groups are primary in the sense that they give 
the individual his/her earliest (starting with the family 
and then the immediate community) and completest experience 
of social unity, and also in the sense that they do not 
change in the same degree as more elaborate relations, but 
form a comparatively permanent source out of which the 
latter are ever springing. Of course they are not 
independent of the larger society, but to some extent 
reflect its spirit. Thus, human nature is not something 
existing separate of the individual, it is shaped by primary 
groups (Cooley, 1909).
Group membership provides opportunity for and, a sense 
of, community. Community, which has taken many structural 
forms in the past, may best be defined as a network of 
social relations marked by mutuality and emotional bonds 
(Bender, 1991). Individuals are bound together by a
6perception of individual self-interest (Padilla, 1993) . 
Community implies shared interests, characteristics or 
association, as in the expression "community of interest" 
(Foster, 1990).
The idea of community has been central to the analysis 
of social and political life at least since Plato and 
Aristotle (Bender, 1991). The concern of community was one 
of the central concerns of the nineteenth century social 
thinkers who feared that modernity, urbanization and 
capitalism all seemed to threaten traditional patterns of 
social life.
Nisbet (1969) describes community as a fusion of 
feeling and thought, of tradition and commitment, of 
membership, psychological strength and historically and 
symbolically as family.
The Industrial Revolution had split society into a 
whole host of conflicting groups. Part of the individual 
will belong to one group, part to another, and so on, 
leaving individuals bewildered and without a true sense of 
community (Whyte, 1956). In Mayo's (1927) study of the 
Hawthorne, Illinois Western Electric plant, he concluded 
that man's desire to be continuously associated in work with 
his fellows is a strong if not the strongest, human 
characteristic (Chase, 1948). In short, work provided not 
only community, but a sense of identity.
The desire for community is a direct result of a
7fragmented modern society. The direction of modern society 
has left questions about the quality of individuals' social 
relations. Changes in technology have broken down many 
barriers around small autonomous groups, leaving individuals 
to search for intimate social ties with others (Fischer, 
1977). Packard (1972) further illustrates this point in 
describing American society as a nation of strangers. 
Geographic mobility and movement further heightens this idea 
of living in a new community filled with strangers and quite 
often persons with different outlooks and perspectives.
Thus, traditional definitions of community, as a body of 
people living in the same place, does not hold true for 
those who move to a new geographic location. Individuals 
must either quickly adapt to their new "neighbors" or seek 
out a community of people who share their ideological 
beliefs and practices.
This search for community is an extension of a lifetime 
of small group participation. We are born into a family, 
form playgroups during childhood and later into cliques of 
primary association, and eventually many will form or 
establish a new family group of their own. Throughout 
adulthood individuals form work groups and leisure groups. 
Through these associations individuals develop a sense of 
self (Dunphy, 1972).
Residential mobility, because it involves disconnection 
from place, can have long-term negative consequences
8(Fischer and Stueve, 1977). Not that moving itself leads to 
long-term social or psychological problems, but rather, the 
surrendering of communal ties may be the cause of negative 
consequences. Individuals must fill this void through 
participation in a primary group.
Cooley (1909) describes a primary group as being 
characterized by a high degree of solidarity, intimate face- 
to-face association and cooperation, resulting in intimate 
association and development of a "we" mutual identification. 
A primary group then, provides for intrinsic personal 
satisfaction, emotional involvement and expression of 
community. Human nature is not something existing 
separately in the individual, but a group-nature or primary 
phase of society, a simple and general condition of the 
social mind. In fact, participation in a primary group will 
result in strengthening the "we" community and lessening the 
feelings of alienation and anomie caused by uprooting 
migration to a new geographic area. The result of primary 
association is a combination of individualities in a common 
whole, so that an individual's life is in agreement with the 
common life and purposes of the group.
Leisure as Community
Today, leisure activities may be viewed as one of the 
most telling indications of who a person really is; more so 
than other labels such as occupation. After all, work is
9something that most of us have to do in order to earn a 
living. We engage in sport participation or spectatorship 
because we want to (Rojek, 1985).
Stone (1955) noted that sport's role in American 
industrial complex society may have the latent function of 
bringing continuity into the personal lives of many 
Americans. Team loyalties formed in adolescence and 
maintained through adulthood serve to remind one that there 
are some areas of stability in life.
Individuals who have moved from their birth homes and 
their "roots" may come to the realization that social 
groups are now performing the function that their families 
had served in the past. Sport booster groups help to 
provide people with a social identity, serve as a primary 
group and bring people together forming a sense of 
community.
This study will analyze a particular group of people 
who have moved primarily from Cleveland and northern Ohio, 
to Southern California. Many of these people find their 
sense of community, their belonging, their sense of 
identification, through identification of their favorite NFL 
team- the Browns. This identification is enhanced through 
participation and membership in the Southern California 
Browns Backers Association (SCBBA). The history of the 
SCBBA will be provided in the Methods Chapter.
Hamid (1993) states that people form friendships based
on activity. Activity in this case, takes place within the 
sport booster group. Activity allows for ritual behavior 
and celebrations. According to the ideas of Simmel (1973) 
celebrations are instances of intense involvement, which 
allows members expression of unity. The SCBBA provides 
"viewing sites" (locations that show Browns' football games) 
where members can join together and cheer for their team. 
Simmel referred to such events as examples of "sociability". 
Thus, the viewing site provides members opportunities to 
bond together and symbolizes shared involvement 
opportunities. According to Keil (1969) sociability is a 
game that unites members. Common sense tells us that 
individuality is not compatible with a celebration. 
Therefore, it should be expected that the highly identified 
and loyal booster would prefer to watch a televised game 
with fellow members (a SCBBA viewing site) rather than 
watching the game alone at home (when the game is available 
"locally"). This is because, the activity of watching 
football has intrinsic rewards, rewards which should be 
heightened when shared with other group members. A 
celebration is an open event that even strangers can be a 
part of. Consequently, if an individual has just moved 
thousands of miles to form a new home, this transition will 
be smoother when they are allowed to join in a celebration, 
and thus, feel "more at home". It is further hypothesized 
that highly identified members of the group would be more
11
likely to attend a "live" game (when the team plays locally) 
than will the moderate fans.
Although celebrations imply positive outcomes, what 
would happen if the people who come together in anticipation 
°f j°Vi elation and the fruits of victory are suddenly 
overwhelmed by the painful and harsh reality of the team's 
defeat? Not only do these celebrations become empty farces, 
the painful memories will become permanently etched on the 
minds of the fans. This should be particularly true for the 
highly identified fan. Although the Cleveland Browns have 
enjoyed much success in their storied history, including 
four NFL championships, recent history has not been so kind. 
In the late 1980's, hated-rival Denver, defeated the Browns 
three different years in the AFC Championship Game, leaving 
Browns fans (everywhere) broken-hearted, angry, sad, and 
devastated. It is hypothesized that the weak or moderate 
fan has had greater success in forgetting these tragic 
moments of time because of their ability to distance 
themselves from these negative outcomes.
Edwards (1973) believes that the chief specific factor 
determining fan enthusiasm for sport is to be found within 
the function of sport as an institution. As an institution, 
having primary socialization and value training functions, 
sport affords the fan an opportunity to reaffirm the 
established values and beliefs defining acceptable means and 
solutions to central problems in the secular realm of
12
everyday societal life.
The fan who identifies with a particular athletic 
aggregation- who joins a sports "family" so to speak- feels 
a genuine sense of defeat when that aggregation, or team, 
loses, and a true sense of personal victory and self- 
satisfaction when his team wins. As Edwards states, when a 
fan is cheering for his team, he is really cheering for 
himself as well.
Taking Edwards ideas one step farther, it is believed 
that joining a sports booster group not only provides a 
sense of family, but a sense of community as well. Further, 
joining a sports booster group allows individuals to develop 
self-concept and esteem, provides for identity enhancement, 
and allows for expression of loyalty, commitment and 
emotional bonding. There are many complex theories that 
attempt to explain mass fan support of teams. The concept 
of sport-fan identification suggests that urban dwellers 
attach themselves most strongly to sport teams, in order to 
satisfy the need for belonging and identity, that their "de- 
Individualized" city could not provide. The pervasive 
nature of group identification has shown that fans identify 
not only with sport teams but often with the institutions 
represented by sport teams they support. In fact, fans who 
maintain high levels of identification with a sport team 
also show feelings of bonding with other fans of that same 
team (Wann and Branscombe, 1990).
13
Additional Issues
This research project will also explore the hypotheses 
that highly identified fans show the strongest commitment to 
the organization (the SCBBA), to the team (the Browns) and 
to fellow fans. The highly identified fans should also 
indicated a higher degree of interaction among follow 
members. Additionally, highly identified fans will enjoy 
the fruits of victory more intensely than weak or moderate 
fans and conversely, will experience a stronger feeling of 
personal defeat when the Browns lose than the weak or 
average fans experience.
Cleveland Browns fans are quite typically referred to 
as being "highly" identified and very loyal. The research 
will not only explore this contention, but more importantly, 
examine the role of Browns football in helping individuals 
build a new sense of community (in Southern California), 
while maintaining their sense of identity through their 
outward allegiance to the Browns. Additionally, I 
hypothesize that the dramatic social effects of geographic 
migration is lessened through participation in group 
activities of the SCBBA. I further suggest, that the 
effects of a post modern society are temporarily diminished 
by simply joining in with a strong reference group and 
sharing in common group activities (i.e., watching Browns 
football). This will be particularly true for the highly 
identified fan, because he/she has immediate opportunities
14
to bond with others and quickly form a sense of continuity. 
For the weak or moderate fan the ease of transition will not 
be as pronounced.
In this research study, Rosenberg's classic measurement 
of self-esteem will be replicated. An individual's level of 
self-esteem may have a relationship with one's loyalty to 
group (and sport aggregate- the Browns), emotional 
attachment to the group, and overall commitment to the 
community or booster group. Past research has indicated 
that a strong bond with the group can increase self-esteem 
(Lemyre and Smith, 1985; Oakes and Turner, 1980). I will 
examine the relationship of self-esteem and length of time 
in Southern California by the level of fan involvement.
I will examine an area closely related to in-group/ 
out-group relationship by analyzing whether individual 
members report increased satisfaction when their team beats 
a rival team, compared to beating a non-rival team; and if 
respondents report feeling worse losing to a rival team 
opposed to losing to a non-rival team. Rival teams then, 
are viewed as an out-group and a symbolic target with the 
ability of increasing social or membership esteem within the 
in-group structure.
In this study, Wann and Branscombe's (1990) findings 
regarding BIRGing and CORFing techniques will be explored. 
BIRGing (Basking-in-reflected glory) reflects individual's 
desire to increase their association with successful others.
15
In theory, BIRGing serves an ego-enhancement function. 
CORFing (Cutting-off-reflected failure) refers to the 
behavior of increasing the distance between the individual 
and the group viewed negatively as a result of some 
perceived failure. Theoretically, CORFing assist's in the 
maintenance of self-esteem (Wann and Branscombe, 1990).
It is hypothesized that higher fan identification 
(strong fans) will show increased tendencies to BIRG and 
decreased tendencies to CORF. In contrast, weak or moderate 
fans are less likely to BIRG and more likely to CORF. This 
phenomenon will be examined by asking members if they tend 
to wear more Browns apparel after a victory than after a 
defeat, if they report reading additional newspaper articles 
regarding the Browns, and if they report watching more 
television highlights after a Browns victory than a defeat. 
It is hypothesized that the weak or moderate fan will 
increase the level of outward allegiance to the Browns, 
while strong and highly identified fans will remain more 
consistent.
Additionally, for the highly identified fan, Browns' 
football should be just like religion, in terms of 
commitment and passion. Weaker and moderate fans will most 
likely have difficulty in accepting this view. Differences 
in religious affiliation will also be examined as a possible 
explanation for reporting feelings of Browns' football 
having more meaning than religion.
16
The highly identified fan will most likely report that 
their friends and co-workers are aware of how strongly they 
associate themselves to the Browns. Weaker and moderate 
fans should report lower levels of awareness, on the part 
others.
Among fans, some are far more passionate about their 
teams than others. Many fans believe that they play an 
active, rather than passive role in sport outcomes. They 
believe that through their support, cheering and intensity, 
that they play some small part in the final outcome. Fans 
show an increase in heart rate before and during the game, 
exhibit emotional pregame stress, and feel emotionally 
exhausted at the conclusion of viewing a game. It is 
hypothesized that the highly identified and loyal fans will 
experience more intensely these emotional states than the 
fringe fans (weak or moderate fans). Although an effort 
will be made to distinguish between levels of loyalty and 
commitment, there exists a possibility of a large percentage 
of respondents will be labeled "strong fans" (high in 
identity, commitment and loyalty).
CHAPTER 2
LITERATURE REVIEW
The importance of leisure in advanced industrial 
nations has widespread recognition (Frey and Dickens, 1990). 
Initially, most researchers claimed that leisure was a 
secondary rather than primary institution. Veblen (1899) 
described leisure as everything that is not of the world of 
everyday, productive work and of the workmanlike habit of 
mind.
After the Second World war sociologists began to pay 
more attention to questions of leisure. This was the result 
of many factors. The most important factor was the rise of 
the so-called "affluent societies" in the west. The masses 
experienced a growth in disposable income and free time 
which was unparalleled at point in time before the growth of 
industrialization (Rojek, 1985). Sociologists argued that 
the growth of leisure and the leveling of inequality between 
social strata signaled the dawn of the "leisure society".
It is argued that the shift from "work-centered" to 
"leisure-centered" life was the natural effect of advanced 
industrialization (Rojek, 1985).
Thompson (1967) describes time in pre-industrial 
society as "task-oriented", meaning it was gauged in 
relation to a person's work or domestic chores. Time was
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measured in terms of how long it took to complete a certain 
task. All of this changes with industrialization. The 
factory system imposes a system of labor discipline which is 
based on the rigidmentation of time. Employers demand 
employees "time", and thus time itself becomes a commodity. 
Time is equated in terms of opportunity cost. Individuals 
often consider opportunities lost due, in part, to lack of 
available time.
According to Thompson (1967) most people in pre­
industrial society worked on the land. They were well aware 
of the distinction between work and time off. But, the pace 
of their lives obeyed time-honored and seasonal constraints. 
These people had to make rational use of their time. If 
there was time left over (from work) it could be used for 
leisure pursuits.
Dumazedier (1974) insists that the idea of leisure did 
not exist in pre-industrial society. What did exist was a 
complex tangle of amorphous and ritualized non-work 
relations, which he described as "idle-time".
In the complex industrial societies of today, leisure 
relations are very different. As Mugglin (1979) explains, 
leisure is much more than the consumption of time, it is the 
part of time that for millions of people is the only way to 
realize themselves and to develop their own personalities. 
This is the reason that leisure has become more and more an 
urgent social and cultural duty, mainly for industrial
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countries.
As twentieth-century America continued to grow, the 
fascination with sport would continue. Sport consumption 
today has reached awesome proportions and indicators such as 
attendance figures and television ratings show that, for 
many Americans, sport and leisure plays a primary role in 
their lives.
The NFL set a record with its total paid attendance for 
the fourth consecutive season (1989-92) with 25 teams 
topping the half-million mark in attendance (1992) (los 
Angeles Times, 3/5/93). The NBA and NHL have also enjoyed 
increases in attendance, with only Major League Baseball 
experiencing a drop-off in attendance (Sports Industry News, 
1/1/93). However, even baseball show dramatic increases in 
attendance in 1993 due primarily to expansion, with Colorado 
topping the four million mark, a mark that no other 
franchise had enjoyed. The Nielsen estimates of the 1994 
NFL Championship Game indicate that a record audience of 
nearly 135 million people viewed the contest between Dallas 
and Buffalo (Los Angeles Times, 2/2/94).
North Carolina's 77-71 victory over Michigan (1993) was 
the second most-watched basketball game in U.S. television 
history, with 55 million people watching the NCAA Men's 
basketball championship. The number of viewers was topped 
only by Duke's 71-51 victory over Michigan (1992 NCAA 
championship game), which is the most-watched basketball
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game in U.S. history, with over 58 million viewers (Los 
Angeles Times, 4/7/93).
Notre Dame's 31-24 victory over Florida State 
(November, 1993) was the highest rated regular-season 
college football game since 1981 (Los Angeles Times, 
11/19/93).
Perhaps the most dramatic indicator of sport's 
continuous growth in popularity was demonstrated when FOX 
Television shocked the media world by outbidding CBS for the 
rights to televise NFC football games. The FOX Network, a 
network that has never broadcasted any national sporting 
event, offered the NFL 1.58 billion dollars for the 
exclusive rights to broadcast the NFC games of the NFL, for 
the period of 1994-97. CBS, which had offered $1.06 
billion, had been associated with the NFL for 37 years 
(ESPN, 12/20/93). The FOX network hopes to increase its 
market (it is currently available in only 90% of U.S. homes) 
while the NFL commissioner believes that the NFL will 
benefit by tapping into FOX's younger and more female 
audience (ESPN, 12/20/93).
There are a number of functions or theories associated 
with the social significance of sport. Structural 
functionalism tends to concentrate on the positive functions 
of sport in society which tends to conclude that sport is an 
inspiration because it contributes to the efficiency of 
society. In short, sport teaches people about basic values
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and norms in society (pattern maintenance) and socializes 
people to fit into the mainstreams of life in their 
societies (Coakley, 1990). Sport contributes to national 
integration by giving people of different ethnic 
backgrounds, social classes, and religions something to 
share and use as a basis for solidarity (Lever, 1983).
Sport provides lessons in goal attainment through socially 
accepted ways of achieving them. The functionalist approach 
also believes that sport prepares people for coping with 
challenges presented by the physical and social environments 
by teaching people valuable survival skills (adaptation).
Conflict theory focuses attention on the negative 
consequences of sport and usually leads to the conclusion 
that sport is an opiate used by the people in power to keep 
the masses unaware of the really problems of society 
(Coakley, 1990). In the classic Marxian tradition sport is 
organized on the same basic principles as work in a 
capitalist society; namely, the emphasize of dominance over 
others, obedience, discipline, and competitive success.
Critical theorists focus attention on the way people 
create sport as an expression of their interests, resources, 
and relationships and thus conclude that sport is more than 
a reflection of society. Sport is viewed as a creation by 
people interacting with one another and using their own 
power and resources to make sport into something that fits 
their interests and concerns. (Coakley, 1990) . In short,
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sport exists for different reasons for different people at 
different times, and is therefore subject to change.
Birrell (1981) views sport as satisfying ritualistic 
needs. Historians feel the roots of many modern day sports 
can be found in the ritualistic practices associated with 
fertility festivals and other religious ceremonies (Birrell, 
1981; Henderson, 1947). From this standpoint sport is 
viewed as a legacy of ritual. Further, sport as ritual, 
takes into account both the personal gratification obtained 
by the individual through sport involvement and the social 
needs of the community, thus providing mutual benefit of 
both (Birrell, 1981). In other words, when individuals 
engage in ritualistic sport practices, they have substituted 
sport for religion.
The institution of sport and leisure provides 
individuals with many opportunities for participation or 
spectatorship. Since this is a study of sport booster group 
members, the literature review will concentrate on the costs 
and benefits of sport spectatorship.
Zillman et al. (1989) describe some of the positive 
aspects of sport spectatorship:
1. Catharsis, a relief from boredom and tensions- The idea 
that sport provides players and spectators 
opportunities to let off steam and learn how to 
deal with highly emotional situations without 
resorting to violence. This is a highly debated
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idea.
2. Provides opportunities for people to unite in a sense
of belonging- The idea that individuals of various 
background can come together and share in their 
allegiance to a team, thus providing bonding 
opportunities and a sense of community.
Miller and Russell (1971) review six categories 
fulfilled through sport spectatorship:
1. Wish fulfillment (identification)- Sport provides
heroes. It provides us with superstars that 
appear to be bigger than life. Individuals that 
everyone is aware of, and might just like to be 
like (i.e., Michael Jordan's publicity ploy of 'be 
like Mike').
2. Youth feeling (regression)- The argument that one can
get caught up with the excitement of the moment, 
and feel and act like a kid again, within the 
socially accepted boundaries of sport.
3. The need to escape (catharsis)- letting off steam and
learning to cope with stressful situations.
4. Order, beauty, excellence (aesthetic)- Sport provides
us with many momentarily glimpses of seemingly 
beyond human physical capabilities and beauty.
The seemingly gravity defying Michael Jordan as he 
sails toward a slam dunk, a Kirk Gibson dramatic
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last inning homerun to win a World Series game, 
the grace and beauty of figure skater Nancy 
Kerrigan, and so on.
5. Intellectual (strategy/planning)- For the advanced
sport fan, there is nothing quite like envisioning 
your play-calling while watching your favorite 
team, knowing how to ultilze all the resources at 
your disposal (personnel substitution, time 
management, etc.), and not playing Monday morning 
quarterback when one has the benefit of hindsight, 
but rather presenting your views to the group 
during the course of the action.
6. Sociability (bonding)- Sport provides constant
opportunities for individuals to join together and 
cheer with one's fellows. The more often a 
individual continues to participate in group 
activities the more he/she becomes viewed as an 
important and vital member. Thus, providing the 
opportunity where others look forward to your 
presence and further solidifying your position 
within the group.
Sloan (1989) summarizes numerous theories on why 
spectators enjoy and attend sporting events:
1. Stress and stimulation seeking theories- The central 
contention is that individuals seek, need, or
desire some level of stress or tension in their 
lives and when they do not get the level they need 
or desire, they seek it out through identification 
with a sport and/or team, which is viewed as a 
stressor. Arousal and excitement may not be 
limited to vicarious participation, but from 
participating with the crowd (Leiderman and 
Shapiro, 1964) .
Catharsis and aggression theories- These theories are 
the opposite of stress seeking theories, in that, 
from this view individuals seek out sport 
spectatorship to vent their pent up stresses and 
aggressions. Sloan notes that these theories have 
been discounted, as research has shown that 
viewers of aggressive sport actions are more 
likely to become aggressive rather than relaxed 
after the event concludes.
Entertainment theories- Individuals enjoy sporting 
events because they provide products of grace, 
beauty and moments of excellence in execution. 
Athletes test their limits and attempt mastery of 
technical skills. Through increased 
commercialization and the impact of television on 
sport we have witnesses increased emphasis on 
danger, excitement, style and a concerted effort 
to provide a clear cut winner (in the sporting
event). Novak (1976) contends that sports are 
entertaining and attractive because of the 
societal values they supposedly reflect. Hoch 
(1972), among others debate these claims and have 
a very critical view of sport and its claim of 
showcasing positive values and examples of good 
character, and so forth.
Achievement-Seeking theories- These theories claim that 
individuals have a need to attain prestige and 
achievement (Maslow, 1970). For many, this 
achievement will be restricted to "basking in 
reflected glory" of others- the sport team that 
the fan associates or identifies with. I will 
discuss this topic in fuller detail later in this 
chapter.
Salubrious effects theories- These theories believe the 
sport involvement is attractive because it 
provides increased physical and mental well-being, 
and pleasure. Further, as Sloan (1989) states, 
that the motive behind the average sports fan is 
vicarious achievement. The individual hopes to 
enjoy the fruits of victory by living vicariously 
through their sports team. Further, fans feel a 
personal identification with their teams and see 
their teams as extensions of themselves.
In sum, there are a number of theories attempting to 
explain the phenomenon of sport spectatorship. Sport 
spectatorship provides opportunities for individuals to 
share in bonding experiences with others and presents a 
glimpse of continuity in the face of an ever increasing 
fragmented world. Perhaps one of the most vital aspects 
that spectator sport provides is a sense of group 
membership, integration, and belonging. For many, sport 
spectatorship has more meaning to individuals than their 
work. Frey and Dickens (1990) argue that sport affiliation 
represents a social bonding gained through leisure that is 
not otherwise possible to achieve in work-related 
activities. Unfortunately, sport not only provides many 
positive aspects, it also contains some negative ones. 
Spectator violence is one of the most prevalent negative 
aspects of sport.
Spectator Violence
One of the most disturbing phenomena in sport 
spectating is that of fan violence. Sport-related violence 
appears to be as old as sport itself. The first reported 
incident of fan violence took place during a chariot race in 
Constantinople in 532 B.C. According to written documents, 
rioting fans seized the stadium and intervention by Roman 
soldiers was required to regain control of the situation.
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An estimated 30,000 people were killed in the rioting 
(Simons and Taylor, 1992). In 59 A.D., violence during 
gladiator fights in Pompei was so bad that the Roman Senate 
banned the fights for ten years (Guttmann, 198 6).
Fourteenth century English football was so wild that in 1314 
King Edward declared a proclamation- that playing football 
is punishable by imprisonment (Elias and Dunning, 1986). 
Medieval rugby teams consisted of as many as 2,000 members 
on each side. Quite often any available spectator became a 
part of wild, unrestricted, rule-breaking actions (Dunning, 
1986). English football hooliganism has been shown to be 
deeply rooted in the British past and has been as much a 
part of the event as the game itself.
Since the middle of the 18th century, the number of 
cases of sport-related violence has been increasing. The 
deadliest of all incidents of fan violence in the modern era 
took place on May 24th, 1964. In a massive riot following a 
soccer match between Peru and Argentina, 318 people were 
killed an over 500 injured. Fan violence has also been 
implicated in several diplomatic incidents and, in one case, 
contributed to a war between El-Salvador and Honduras 
(Simons and Taylor, 1992).
Aggression is a pervasive aspect of modern life.
Society is filled with a seemingly endless amount of violent 
events. There are many scholars (i.e., Eitzen and Sage,
1986; Russell, 1981) who believe sports are a microcosm of
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society. Thus, in a way, violence in sport is a natural 
extension of a violent society.
Violence among crowds has been dealt with in many ways 
and by many scholars (Fontana, 1978). LeBon suggests that 
people in a crowd behave differently than they would 
otherwise and that the individual is suspect to engage in 
new emergent rules and expectations (LeBon, 19 60) .
Determinants of fan violence include; situational 
arousal (factors such as heat, crowd size, standing room 
only conditions); spectator arousal (alcohol); and 
social/personal arousal (sports fans with a fanatic 
attachment to their team) (Branscombe and Wann, 1992).
As Wann (1993) explain, it stands to reason that if the 
degree of identification with the team influences varying 
behaviors, it should also play a vital role in fan 
aggression. In other words, if highly identified fans are 
more likely to exhibit negative emotional reactions to a 
favorite team's defeat, they are more likely to engage in 
violent behavior. This is most likely to be an identity- 
maintenance technique for the highly loyal sport fan.
Smith (1978) believes that precipitating factors arouse 
spectator violence. In his ten year study of hockey 
violence, Smith found that player violence preceded 
spectator violence 7 5% of the time. Smith's theory of 
precipitating factors effecting spectators would appear to 
be valid. I have attended many sporting events and observed
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incidents occurring on the field that seem to act as a 
stimulus for spectator behavior.
Some sport theorists (Guttmann, 1986) have argued that 
the most violent sports fans are from the relatively 
deprived socio-economic groups and such persons have long 
been assumed to possess relatively low levels of self­
esteem.
Thus, spectator violence is the result of a series of 
intrapersonal, environmental, and social conditions, that 
given the appropriate cues and direction at the event, 
predisposes fans to act in a violent manner. Sport violence 
seems to have reached epidemic proportions. It occurred in 
the distant past and continues to the present. Many people 
seem to almost expect violence to occur in such sports as 
hockey, football, soccer, and basketball. However, the 
recent spectator stabbing of tennis star Monica Seles should 
serve as a warning to all sports. Imagine, a spectator 
stabbing Seles simply because he was a fan of Steffi Graf! 
(Los Angeles Times, 5/1/93) .
A even more bizarre case of violence occurred January 
6, 1994, when figure skater Nancy Kerrigan was attacked as 
she left a practice ice rink. Initial reports assumed it 
was the result of a deranged fan, however, new evidence has 
indicated that there was some sort of plot, to "get" 
Kerrigan, on the part of Kerrigan's number one rival, Tonya 
Harding's body guard and husband (Las Vegas Review Journal,
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1/13/94). This represents extreme competitiveness beyond 
the realm of reality, let alone sportsmanship.
Even more recently, a woman who is deaf and mute 
stabbed a member of the Hamburg SV soccer team (January 12, 
1994) while he sat in the stands during an indoor 
tournament. The motive behind this attack is still unclear 
(Los Angeles Times, 1/13/94). The implications of these 
extreme forms of violence should scare spectators, sports 
promoters, event security, and athletes.
In short, spectator violence is an intriguing ongoing 
phenomenon which clearly reflects the passion, emotion, and 
competitiveness that exists within the institution of sport.
Leisure Groups
Groups are a key element in human experience, whether 
the group is a family, a street gang, a work group, and 
ethnic group, or a booster group. Group membership and the 
influence it holds over individuals represents one of the 
most powerful forces shaping one's feelings, judgements and 
behaviors.
Some theorists have suggested that the need to 
affiliate is not learned through experience, but is a 
manifestation of an instinctive drive common in many 
species. This socio-biological perspective is often 
referred to as a "herd instinct" (Edman, 1919 and McDougal,
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1908). The basic concept behind the herd instinct relates 
to the premiss that group formation afforded a degree of 
protection from predation. After countless generation of 
genetic predisposition to affiliate, affiliation became a 
part of the biological make-up of humans (Forsyth, 1983). 
Evidence seems to weigh against the validity of the 
instinctive position (Forsyth, 1983).
Henslin (1993) describes a group, in a general sense, 
as people who have something in common and who believe that 
what they have in common is significant. The majority of 
human groups are established for a purpose. This being so, 
the basic assumption is that those groups established for a 
given purpose will attempt to achieve this purpose (Douglas, 
1976). It is also important to note that group experience 
is universal, but possessing different qualities, 
intensities, and duration.
Unlike the family, group participation is voluntary. 
Group participation involves a series of individuals who are 
responding to the presence of others and committing 
something of themselves- their time, knowledge, emotion, 
etc- to the group for the benefit of all. Group 
participation allows individuals to act or engage in forms 
of behavior that are appropriate for that particular 
endeavor and might not otherwise be performed without 
benefit of group (Douglas, 1986). For example, Browns' fans 
have adopted an unofficial nickname for their team— the
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Dawgs, and it is customary for their fans to "bark like 
dogs" in appreciation of a good play. This behavior is 
perfectly acceptable in the group context, but might 
otherwise be questioned if this behavior was engaged in 
outside the group confines. Individuals often behave 
differently within the group structure because they become 
suspectable to the power of the collective mind. LeBon 
(1960) suggested that instinctive forces emerge in a group 
context and that the collective mind is heavily influenced 
by the unconscious and is characterized by an impulsiveness, 
irritability, and incapacity to reason. From this 
perspective the individual becomes caught up with the moment 
and will likely engage in new emergent norm behavior.
Members of a group bring to it the energy and resources 
necessary to fuel the continuity of the group. According to 
Homans, group behavior is best described as a system in 
which activities, interaction and sentiments have an 
interdependent relationship. The group exists because it 
satisfies some need. Such as the need for community by 
individuals who have moved from their birth roots and thus 
need to form a new and meaningful group or community. An 
individual will remain in a group as long as his need is 
being satisfied, or for as long as the group remains the 
best potential source for need satisfaction.
Some people form leisure-based communities to bond with 
others and to fulfill the need to belong. The social
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institution of sport and leisure posses a valuable place in 
all societies. Athletic contests are important to the 
socialization of youth, to the integration of disparate 
groups and social classes, to the enhancement of patriotism 
and national pride (Frey, 1988). Lever (1983) states that 
sport expedites a society's adjustment to life cycle changes 
or transition from rural to urban, and agrarian to 
industrial stages. Lever (1983) also indicates that the 
Brazilian government used soccer as a means of uniting a 
country with vast differences in ethnic groups, race and 
religion. Soccer provided a common symbolic unifying object 
of which all citizens could take pride in and unite together 
as they cheered for their soccer team. The sports network 
becomes a test case in interorganization relations within a 
country that does not have experience with such 
coordination. Therefore, the sport network illustrates how 
private and public, local and regional, commercial, and 
human service organizations can work together (Frey, 1988).
The importance of leisure has increased in many 
advanced societies throughout the world. The main concern 
regarding this development is to utilize free time so as to 
help the person promote his/her self-development. The 
contemporary person is shaped not only by work, but by the 
life he/she leads in free time (leisure time) (Ruskin,
1979). The importance of leisure and the financial 
opportunities it presents has not escaped those who hope to
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profit from the boom of leisure related organizations.
There exists a vast network of leisure-oriented 
organizations that can collectively be called the Leisure 
Establishment (Frey, 1978). These sports-related businesses 
alone rank twenty-third among America's largest industries 
with a GNP of $50.2 billion a year (Sandomir, 1988; and Frey 
and Dickens, 1990).
Sport booster groups provide a network of social 
relations marked by mutuality and emotional bonds. 
Relationships in booster groups are close, often intimate, 
and usually face-to-face. Individuals are bound together by 
affective or emotional ties rather than by a perception of 
individual self-interest. Sport booster groups truly 
provide for a community setting and shared "we-ness". In 
this regard, sport booster groups may be viewed as a primary 
group.
Participation in sport booster groups provide valuable 
bonding opportunities. Zillman, Bryant and Sapolsky (1979) 
propose that a taken for granted assumption is that watching 
a sport contest alone is less enjoyable than watching it in 
the company of friends (fellow boosters), or in the midst of 
a cheerful crowd (a viewing site where boosters can watch a 
game together). Expressed enjoyment or disappointment 
carries over to group members. Feelings are intensified 
through group empathy and enhanced through the expression 
and emotions of others.
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As individuals join the sport booster group they gain 
acceptance and naturally gain self confidence (Schutz,
1958). As they do this, they try to develop other strengths 
in order to appear strong and in control in front of other 
members (Rosenfeld, 1973).
Identity and Self-Esteem
Individuals then, who have now found a new community or 
primary association (the booster group), have been provided 
the necessary bonding opportunities. Bonding leads to 
feelings of self-concept and self-esteem. Rosenberg (1965) 
defines self-esteem as a positive or negative attitude 
toward a particular object, namely, the self. Self esteem 
has two different connotations. One connotation of high 
self is that the person thinks he/she is "very good"; a very 
different connotation is that he/she thinks he/she is "good 
enough." Thus, it is possible for a person to consider 
himself superior to most others but still feel inadequate in 
terms of certain standards he has set for himself.
The measure of self-esteem employed by Rosenberg is a 
ten-item Guttman Scale which has considerable 
reproducibility and scalability (Crocker and Luhtanen, 1990; 
Crocker, et al., 1987; and Murrell and Dietz, 1992). In 
constructing his measurement of self-esteem, Rosenberg 
(1965) was guided by the following practical and theoretical
37
considerations: ease of administration; economy of time; 
unidemensionality; and face validity.
Rosenberg asserts that high self-esteem means that the 
individual respects himself, considers himself better than 
others, but he definitely does not consider himself worse, 
and she recognizes her limitations and expects to grow and 
improve.
Low self-esteem, on the other hand, implies self­
rejection, self-dissatisfaction, and self contempt. This 
individual lacks respect for the self and wishes it were 
otherwise. The measurement of self-esteem becomes an 
important variable especially when controlled or 
differentiated by other variables such as social class, 
gender, religion, education, military and so on.
Crocker and Luhtanen (1990) distinguish the self- 
concept as consisting of two distinct aspects. One is 
personal identity, which includes beliefs about one's 
skills, abilities, or attributes (this is determined through 
Rosenberg's measurement of self-esteem). The second 
identity is social identity (or collective identity), 
defined as that aspect of the individual's self-concept 
which is formed through memberships (i.e., sports booster 
groups).
There is considerable research in the area of self­
esteem enhancement through a number of techniques. Crocker 
et al. (1985) examine the effects of downward comparison and
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prejudice by utilizing Rosenberg's Self-Esteem Inventory and 
examine whether individuals who are low in self-esteem or 
who have recently experienced a threat to the self-concept 
are particularly likely to be prejudiced against others 
(outgroups). The idea is that ingroup favoritism is related 
to one's need for self-enhancement. Crocker and Schwartz 
(1985), examine the effects of prejudice and ingroup 
favoritism by using Rosenberg's Self Esteem test, to examine 
whether people who are low in self-esteem are more prejudice 
(i.e., negative about outgroups) than people who are high in 
self-esteem. The research would appear to support the claim 
that individuals with low self-esteem are indeed more 
prejudiced. Perceived group variability (Park and Judd, 
1990; Linville, Salovey and Fischer, 1989; and Brewer, 1979) 
is examined by measuring levels of stereotyping among 
members of the ingroup. Branscombe and Wann (1992) examine 
a technique known as blasting. Blasting is a strategy used 
to reestablish or reinstate lost self-esteem. That is, when 
an individual has suffered a blow to his/her social identity 
(favorite team loses a game), they will try to regain their 
positive social identity by blasting a member of an out­
group (a rival team and their fans).
Identification Enhancement
Among fans, some are far more passionate about their
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teams than others. Many fans believe that they play an 
active, rather than passive role in sport outcomes. They 
believe that through their support, cheering and intensity, 
that they play some small part in the final outcome. For 
some fans a favorite team's defeat can be demoralizing, 
while a victory can bring elation and joy.
Lever (1983) states that while its difficult perhaps 
impossible, to measure the degree to which a fan really 
cares about his team, it is easy to chart how closely she 
follows a sport. This is accomplished by measuring how many 
games the individual watches on television, how many 
newspaper articles he reads, and how many game highlights an 
individual watches on the various television networks (i.e., 
ESPN, CNN, NBC, CBS, etc.)
With this idea in mind, a typology of individual sport 
booster members can be created. This typology could include 
weak fans (does not watch games, reviews a small number of 
news articles, limited knowledge of team players, etc.); 
moderate fans (watches most games, possesses some knowledge 
of team players and current team history); and strong fans 
(the games play a central place in his/her life, watches all 
games, reads many newspapers and publications regarding his 
team, possess high degree of knowledge of team players and 
statistics, etc.).
Branscombe and Wann (1992) describe fan identification 
as, "the extent to which individuals perceive themselves as
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fans of the team, are involved with the team, are concerned 
with team's performance, and view the team as a 
representation of themselves" (p.1017). Therefore, highly 
identified or strong fans will have a higher degree of 
identification with the team and the team performance than 
weak or average fans.
Cialdini et al. (1976), in a well known field study, 
uncovered a phenomena which they called "basking in 
reflected glory" (BIRG). In short, fans were more likely to 
wear clothing, with their school logo, on Mondays after 
Saturday football victories-especially decisive victories- 
than on Monday after ties or losses. This is similar to the 
bandwagon effect, where individuals latch on to a winner, 
any type of winner (i.e., sport or politics) in an attempt 
to increase one's level of self-esteem by being associated 
with a winner.
Basking in reflective glory (BIRGing) is an ego 
enhancement tactic. That is, an individual uses this 
technique in an attempt to increase his or her self-esteem 
through their association with successful others. 
Theoretically, it serves an ego enhancement function (Wann, 
1993; Wann and Branscombe, 1990). Distinctions can be made 
between die-hard and fair-weather fans. The Die-hard fan 
will always remain loyal and committed to the team while the 
fair-weather fan is the first to leave a sinking ship (a 
losing team). It should not be surprising that die-hard
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fans look down at fair-weather fans. I believe that the 
degree of loyalty one shows toward a sport team is equal to 
the degree of loyalty that one has for all other aspects of 
social life (i.e., family commitment, friendship).
A second esteem management tactic, cutting off 
reflected failure (CORFing), is demonstrated by individuals 
who disassociate themselves from unsuccessful events or 
outcomes. These individuals attempt to protect their ego by 
distancing themselves from negative events or outcomes.
Therefore, an individual's degree of identity with a 
sports' team can be determined by examining how passionate 
one is to the team; how closely they follow the team; and by 
the measure of BIRGing and CORFing techniques utilized.
Loyalty and Commitment
Loyalty, by definition, generates interest, partiality, 
an identification with the object of one's loyalty, rather 
than with its competitors. A minimal requirement of loyalty 
is the maintenance of the relationship, and requires the 
rejection of alternatives that undermine the principle bond 
(Fletcher, 1993). Thus, a loyal lover will not be seduced 
by another, and a loyal sports fan will continue his 
allegiance to his team even when the team is not successful.
Loyalty is the passionate devotion to a team with the 
intensity varying in length of time and with varying
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intensity by different individuals (Schaar, 1957). Backman 
and Crompton (1991) state that loyalty refers to committed 
behavior that is manifested by the propensity to participate 
in a particular recreation community. Duncan (1983) claims 
that team loyalties developed over the course of many years 
provide spectators with a sense of roots, of stability, 
which is often missing in industrial America. The game 
itself offers fans a feeling of continuity, resolution and 
closure. In recent years there has been increased reference 
to loyalty and commitment in the context of leisure 
participation (Buchanan, 1985; and Bullaro and Edginton, 
1986).
To be considered loyal, fans must consistently support 
their team regardless of their won-lost record. In the 
context of recreation behavior, the term commitment often is 
used as a synonym for the term loyalty (Buchanan, 1985). 
Participant's commitment to a leisure activity has been 
proposed as a criterion for differentiating between "core" 
fans and "fringe" fans (Backman and (Crompton, 1991). 
Crompton and Lamb (1986) describe core users as highly 
committed to a leisure group but, comprise only a small 
proportion of its total members. In contrast, fringe 
participants are greater in number, but are not as 
committed.
Haggerty and Denomme (1991) state that organizational 
commitment involves an active association between the
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individual and the organization such that members are 
willing to give something of themselves in order to 
contribute to the organization's well-being. Organizational 
commitment can be defined as the strength of an individual's 
identification with and involvement in a particular 
organization (Haggerty and Denomme, 1991).
Smith et al. (1981) conducted studies on "deeply 
committed" male sport fans. They found that among such 
fans, sport overwhelmingly was believed to contribute 
tremendously to the guality of their lives, allowing men an 
opportunity to socialize and bond with friends, escape from 
the daily pressures of family and work, witness acts of 
athletic excellence in performance, and engage in an 
activity that was exciting.
Heinold (1973) created a typology of male and female 
fans based on their self-reported questionnaire responses as 
to why they attend and enjoy sporting events. For the male 
fans, Heinold's typology consisted of:
1. Skill Analyzers- fans who analyze the game from an
analytical and learning standpoint.
2. Skill Onlookers- those who enjoy the grace and beauty.
3. Self-stimulators- fans who place emphasis on action,
terror, danger, and exhilaration.
4. Friendly Eclectics- individuals who enjoy watching
friends or family members play.
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5. Identity Seekers- those who place emphasis on
identification and involvement with the team.
6. Easy Goers- emphasis is on relaxation and simple
enjoyment.
Heinold's female fan typology includes (in order of 
frequency):
1. Skill Lovers- emphasis on grace, expertise, degree of
difficulty.
2. Thrill Seekers- those who place an emphasis on
excitement and crowd action.
3. Social Onlookers- passive individuals who have very
little, if any, interest or emotional involvement.
4. Passive Relaxer- emphasis on relaxation and tension
reduction.
Heinold concluded that the most prominent female types 
were quite similar to the prominent male types, thus raising 
doubts about the perception that female fans are more 
passive. This study will pay close attention to the gender 
issue and reported feelings of loyalty and commitment to the 
Cleveland Browns. I suspect that the prominent (strong 
fans) female SCBBA members will be just as supportive and 
committed as the male SCBBA members.
Thus, it is a reasonable assumption that fans can be 
categorized in terms of loyalty and commitment. Wann (1993)
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argues that varying degrees of commitment to the group 
determines BIRG and CORF techniques.
The degree of commitment also has an affective 
component. Commitment involves an emotional attachment to 
the object of loyalty (the group or team). Fans show an 
increase in heart rate before and during the game (Corbin, 
1973), and exhibit emotional stress responses (Roberts,
1976). In this study fans will be asked to report on these 
emotional components. I believe that the highly identified 
and loyal fans (strong fans) will experience more of these 
emotional states than the moderate fans.
Loyalty, commitment and bonding among group members 
leads to group cohesiveness. There has been considerable 
research conducted on group cohesiveness. Cohesiveness is 
the liking, the sense of belonging, and the bond that 
creates the sense of being a unit, which in turn, has 
powerful effects on the group itself (Douglas, 1983) .
Johnson and Johnson (1982) state that the most 
frequently used term to describe member commitment to a 
group is cohesiveness. Group cohesion, sometimes referred 
to as group solidarity, is the extent to which the 
influences on members to remain in the group are greater 
than the influences on members to leave the group. It is 
the sum of all the factors influencing members to stay in 
the group. It is believed that the SCBBA has a high level 
of cohesiveness with members expected to remain a part of
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the group for a long period of time.
Group cohesion can be determined by the assessment of 
group members of the desirable and undesirable consequences 
of group membership. The more favorable the outcome members 
can expect from membership, the more they will be attracted 
to the group (Johnson and Johnson, 1982). Individuals 
become members of a group because they believe that the 
rewards of their membership outweighs the costs (Mowday et 
al., 1982). As cohesiveness increases, so does the 
capacity of a group to keep its members.
DeParle (1988) believes that one of the basic 
properties of any group is its level of cohesiveness, or the 
degree to which members are attracted to it. When 
congregation is high (in cohesiveness) members are motivated 
to participate in the group's activities and to help the 
attainment of goals and objectives. Such a group gives its 
members a sense of security and identity and feeling of 
personal self-worth, which basically makes one feel 
important. Thus, one's own high level of loyalty and 
commitment to the group will in turn increase an 
individual's sense of self.
Cohesion is strengthened by the time spent together and 
by group members participating in the events offered. Thus, 
SCBBA members who are the most loyal and committed have 
their feelings of self identity and importance increased by 
increasing their participation in the many SCBBA sponsored
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activities.
Cohesion is further strengthened by individual 
conformity to the group's common beliefs regarding 
appropriate behavior for its members. Group norms vary both 
in the degree to which conformity is required and in the 
degree of conformity to a particular group norm. The 
Cleveland Browns have acquired an unofficial nickname "The 
Dawgs." Because of this, it has become part of the group 
norm for individuals to "bark" when a big play is made by 
one of the team players. The degree of conformity to this 
norm varies, but should prove to be insightful (as one way 
of) determining the level of loyalty and commitment both to 
the group (SCBBA) and to the team (The Browns).
A group with a high degree of cohesion will also 
possess a leader who is continuously and strongly felt 
(Kellerman, 1981). The SCBBA has a vary strong and viable 
leader, Jeff Wagner. Wagner, the president of the booster 
group (SCBBA) not only organizes all site locations, 
membership drives, charity events, extra-curricular events, 
he also is the editor of the SCBBA's weekly (during the 
season) newsletter. The success of the SCBBA is reflected 
by the continuous work and dedication of its leader. His 
loyalty and commitment is used as an example for all group 
members.
CHAPTER 3
METHODOLOGY
The sports booster group under study is the Southern 
California Browns Backers Association (SCBBA). The SCBBA 
was founded in 1985 by Mark Breyer, a life long fan of the 
Browns. Breyer convinced a bar in Santa Monica 
(California), to televise Cleveland Browns games via 
satellite. Shortly thereafter, the first and current 
President, Jeff Wagner, formalized the Association through 
the Cleveland Browns organization. The initial months 
involved hours of contacting displaced Clevelanders to 
strengthen membership. By the fifth week of 1985, Wagner 
began mailing newsletters to group members. Today the 
organization has become the largest association of its kind 
in the country with over 1,7 00 dues paid members.
Recognized as a non-profit corporation under the laws of the 
State of California, the SCBBA serves as a charitable fund 
raiser to supplement its goals. The SCBBA sponsors many 
"regular season" events (viewing sites, merchandise sales, 
picnics, athletic "challenges" to other booster groups, 
weekly newsletters, group seating to West Coast Browns 
games, etc.); "off-season" events (The annual summer gala, 
picnics, opportunities to meet former and current players, 
etc.); and it is active with charity events, with the
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proceeds going to both Southern California and Cleveland 
area charities.
It was the 1992 annual summer gala when I first 
seriously considered conducting my dissertation research on 
this particular group. I had the opportunity to speak with 
Brian Sipe, former Cleveland Brown star, and 1980 winner of 
the NFL's Most Valuable Player Award. Sipe, who rarely 
makes public appearances to discuss his former football 
career, was amazed and pleasantly surprised by the 
overwhelming signs of love and interest that the Browns 
Backers were displaying toward him. Sipe told me that he 
always considered Browns fans to be the most loyal and 
committed of all the NFL fans. He told me that someone 
should conduct a study on them. When I told him that it was 
my topic for my dissertation he smiled and said, "I'll look 
forward to reading it someday!" I was now determined to 
follow through on this idea.
I discussed my research ideas with SCBBA president,
Jeff Wagner, and he expressed extreme interest in my project 
and promised to help me any way possible. In June of 1993,
I contacted Wagner to purchase a copy of the SCBBA mailing 
list. His only concern was that of confidentiality. We 
agreed that the mailing would be a one-time mailer only, 
meaning that no follow-up letters could be sent.
In September, I received the SCBBA mailing labels.
These labels were not in zip-code order and I had to
meticulously sort all of the labels to meet bulk-mail 
requirements. The printing of all of the envelopes and 
questionnaires were coordinated with the UNLV mail 
department in order to ensure that there would be no mailing 
problems. The questionnaire was printed in booklet format 
(i.e., Dillman, 1978; and Frey, 1989) which conveniently 
allowed respondents ease in returning the completed 
questionnaire.
Research is centered on the individual members of the 
SCBBA. Primary analysis will be conducted from data 
collected from the self-administered mail questionnaire. 
There were two pretests conducted. The first pretest was 
given to members of the SCBBA at a viewing site in Hermosa 
Beach, CA. The members indicated to me that they really 
enjoyed the questions and offered few critical comments 
other than grammaric errors and clarity on a few of the 
questions. A second pretest was given to members of the Las 
Vegas Browns Backers. At this point the questionnaire was 
near its final stage and the respondents' comments were 
mostly limited to general well wishes and success with the 
study. They enjoyed the questionnaire and wish that they 
could had participating in the study. The final version of 
the questionnaire was mailed in early October, 1993. The 
relatively extensive questionnaire (133 questions) includes: 
a demographic profile of respondents; information regarding 
self-image and self-concept; measurement in the degree of
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loyalty to the Browns; whether respondents are effected by 
BIRGing and CORFing; perceptual and attitudinal questions; 
and questions regarding participation, socialization and 
commitment. The questionnaire took approximately 25-30 
minutes to complete.
Because of cost constraints, it was a goal to keep the 
questionnaire mailing and printing under one thousand 
copies. Therefore, the questionnaire (Appendix 1) was 
mailed to all individual members and systematically selected 
to individual members of multiple name labels (i.e., husband 
and wife on same label). A total of 890 questionnaires were 
mailed, with 792 sent to members currently living in 
Southern California and 98 members, who live outside of 
Southern California, but continue their membership with the 
SCBBA. Members were notified, through the SCBBA newsletter, 
that they would be receiving the questionnaire as part of a 
research project being conducted toward the completion of 
dissertation. Members were assured that this would be a one 
time mailer and that the questionnaire information would be 
kept anonymous. A total of 506 questionnaire were 
completed, for a response rate of 57 per cent. There were 
no follow-up mailings, partly because of a limited budget, 
but also because it was a part of the original agreement. 
While the study was in progress, Wagner did announce in the 
SCBBA newsletter a reminder and encouragement to complete 
the questionnaire.
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Participation observation with members of the SCBBA at 
game day viewing sites was conducted. Limited field notes 
were taken at the time of observation, with more detailed 
notes of my observations were written shortly after leaving 
the viewing site. Analysis of field notes will be included 
in the Discussion. I should point out that (as of this 
writing) there are 24 restaurants/bars that telecast all 
Browns football games live, via satellite.
A number of personal interviews, both at game sites and 
telephone, were also conducted. Questions included what 
does Browns' football mean to them; how they heard about the 
SCBBA; if they moved to So. Calif, alone or with family; do 
they like So. Calif.; do they miss their hometown; and so 
on. Browns fans are always eager to discuss any questions 
regarding their beloved Browns. I asked them questions 
regarding the team; and how and why they became members of 
the SCBBA; and what membership means to them. Additionally, 
a content analysis of the SCBBA's newsletters was conducted 
over a six year period. This content analysis hoped to gain 
insight on members comments as to why they joined the group; 
reactions to eventful moments in Browns football; any 
comments relating community and identity; and so on. 
Pertinent information will be shared in the next chapter.
CHAPTER 4
DATA ANALYSIS/ DISCUSSION
A brief demographic profile of the SCBBA will reveal 
that it is a homogeneous group. Ninety-five percent of all 
respondents are white. Sixty-nine percent of the 
respondents were either Catholic (40%) or Protestant. 
Sixty-eight percent of all respondents earn over $50,000 
annually. Ninety-three percent of all respondents have 
attended college, with 66 percent as college graduates and 
27 percent receiving post graduate/ professional degrees. 
Seventy-four percent of the respondents are male. Only 21 
percent served in the military. Seventy-three percent of 
all respondents are between the ages of 25-4 5. Sixty-four 
percent of the respondents own their own home. In short, 
this is a highly educated, wealthy, white, male, and 
relatively young group. Eighty-five percent of the 
respondents have lived in Southern California for more than 
four years, eight percent have lived in Southern California 
for 3 to 4 years, and the remaining seven percent have lived 
in Southern California for two years or less.
Data analysis and discussion will begin with the 
subtopic of loyalty and commitment.
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Loyalty and Commitment
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As stated earlier, loyalty, by definition, generates 
interest, partiality and identification with the object of 
one's loyalty. Loyalty involves unconditional devotion and 
maintenance of the relationship in the face of challenges 
and contradictory information.
Respondents were asked a number of questions regarding 
loyalty. As one might suspect, group membership of this 
type reflected a high degree of loyalty to their team.
Table 1 reveals that ninety-two percent of the respondents 
believe that Browns fans remain loyal to their team 
regardless of the won-lost record. Although 92 percent of 
the respondents believe that other Browns fans remain loyal 
to the team regardless of the won-lost record, ninety-nine 
percent of respondents stated that they as individuals 
remain loyal to the team.
Table 1 simply reflects beliefs about Browns fans and
their sense of loyalty, what is needed is a measurement of 
respondent loyalty. Consequently, the variable (I remain 
loyal to the Browns regardless of the won-lost record) was
used. Those respondents who strongly agreed (70%, N=352)
were placed into the high loyalty group, while all others 
were placed in the moderate loyalty group (30%, N=150). 
Table 2 illustrates the two loyalty groups.
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Table 1
Team Loyalty 
In Percent 
N= 502
Strongly Strongly
Agree Agree Disagree Disagree
Browns fans remain 
loyal to their team 
regardless of the 
won-lost record 46 46 8 0
I remain loyal to 
the Browns 
regardless of the 
won-lost record 70 29 1 0
Table 2
Loyalty (Based on the 
N= 502
variable I remain 
%
loyal)
N
High Loyalty 70 352
Moderate Loyalty 30 150
Bonding is quite often a predictor of loyalty. Friends 
bonding together with other people of similar interests 
share a sense of affinity, that help's to strengthen the 
feeling of loyalty. Table 3 shows that ninety-eight percent 
of the respondents indicated that they share a bond with 
fellow Browns fans and, that fifty percent strongly agreed. 
Ninety-eight percent of the respondents indicated that fans 
share a special bond and commitment to their team, with 53% 
who strongly agreed.
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Table 3
Bonding 
In Percent 
N= 502
Strongly
Agree Agree Disagree
Strongly
Disagree
Browns fans share a 
bond with fellow 
Browns fans. 50 48 1 1
Browns fans share a 
special bond and 
commitment to their 
team. 54 44 2 0
Devotion and a sense of pride are additional components 
to loyalty. Once again the results indicated a strong sense 
of pride and devotion to the team. Table 4 reveals that 
ninety-nine percent of the SCBBA members responded that they 
were proud to be Browns fans, with a very high percentage 
(73%) who strongly agreed. Ninety-seven percent also 
indicated that they were highly devoted Browns fans.
Table 4
Team Devotion and Pride 
In Percent 
N= 502
Strongly Strongly
__________________________ Agree____ Agree Disagree Disagree
I am proud to be a
Browns fan. 7 3 2 6 1 0
I am a highly
devoted Browns fan. 64 3 3 3 0
It was hypothesized that the highly loyal fan would 
prefer to watch a televised game with fellow SCBBA members
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at a SCBBA viewing site rather than watching the game alone 
at home, even when the game is available "locally" in 
Southern California. Table 5 reveals that twenty-four 
percent of the highly loyal fans would view the game at a 
SCBBA viewing site, compared to just sixteen percent of the 
moderately loyal. Interestingly, the more important the 
game, the higher the percentage of respondents who indicated 
that they would watch the game at a SCBBA viewing site. If 
the game is against an arch rival, thirty-four percent of 
the highly loyal fans will attend a SCBBA viewing site and 
twenty-nine percent of the moderately loyal fans will attend 
a viewing site. Additionally, if the televised game is a 
playoff game available on local television, forty-four 
percent of the highly loyal members will attend a SCBBA 
viewing site and thirty-five percent of the moderately loyal 
fans will attend a viewing site. Thus, the high loyalty 
group is more likely to watch the game at a viewing site 
than are the moderately loyal. Presumably, loyalty remains 
constant toward the team and loyalty to the group increases 
as the importance of the game increases. This is true 
regardless of the level of loyalty.
It was hypothesized that respondents who were high in 
loyalty would experience increased emotional states when 
compared to those lower in their degree of loyalty. The
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Table 5
Viewing Televised Gaines Based on Loyalty Level 
In Percent
N = 457 ("Unsure" responses excluded)
Viewing Location
At Home SCBBA Site
High Moderate High Moderate
"Local" televised game. 72 84 24 16
"Local" 
rival.
televised vs. arch
66 71 34 29
"Local" 
game.
televised playoff
56 65 44 35
results pertaining to loyalty and emotional states are found 
in Table 6. When responding to the question, "Do you feel 
an emotional letdown after a loss?", twenty-eight percent of 
the highly loyal fans strongly agreed, compared to just nine 
percent of the moderately loyal members who strongly agreed. 
Only thirteen percent of the highly loyal disagreed compared 
to twenty-two percent of the moderately loyal. Respondents 
were asked, "Emotionally, do you recover very quickly after 
a loss?" Thirty-three percent of the highly loyal disagreed 
to recovering quickly after a loss, compared to twenty-four 
percent of the moderately loyal. Forty-two percent of the 
highly loyal group indicated that it takes one or two days 
to recover from a loss compared to just twenty-six of the 
moderately loyal. Twenty-nine percent of the high loyalty 
group strongly agreed to feelings of an increased heart rate 
before kickoff of the game, compared to just five percent of 
the moderate group. Fifty-five percent of the highly loyal
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fans agreed that they experienced emotional pregame stress, 
compared to just thirty-six percent of the moderately loyal. 
Eighteen percent of the highly loyal strongly agreed to 
feeling emotionally exhausted at the end of the game, 
compared to just five percent of the moderately loyal. The 
results of this data clearly support the hypotheses that the 
highly loyal fans will experience increased emotional states 
when compared to those lower in their degree of loyalty.
Table 6
Loyalty and Emotional Feelings 
In Percent 
N= 500
High Loyalty
Emotional
Moderate Loyalty
Feelings SA A D SD SA A D SD
LETDOWN 28 59 11 2 9 69 17 5
RECOVER 14 53 28 5 12 65 19 5
TWODAYS 8 34 41 17 2 24 53 21
HEARTRATE 29 45 23 3 5 47 38 10
PREGAME 13 42 39 6 4 32 48 16
EXHAUSTED 18 49 30 3 5 47 41 7
Variable Kev 
LETDOWN -
:
feel an emotional letdown after a Browns'
RECOVER - 
TWODAYS -
HEARTRATE -
PREGAME - 
EXHAUSTED -
loss.
recover very quickly after a Browns' loss, 
takes one or two days to recover from a 
Browns' loss.
feel an increased heart rate before the
kickoff of game.
feel emotional pregame stress.
at end of game, feel emotionally exhausted.
It was also hypothesized that the highly loyal fan will 
remain loyal to the team regardless of the team's won-lost
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record. This was the same variable used earlier to 
distinguish between levels of loyalty. Because this was the 
criteria in determining the level of loyalty, one hundred 
percent of the high loyal group strongly agreed to remaining 
loyal regardless of the team's performance.
Demographic Profile of Loyalty Groups
Race and religion were not significant indicators of 
high loyalty. There were, however, many variables that were 
significant. These variables include income, education, 
gender, age, and the type of residency. With regard to 
income, sixty-nine percent of all respondents indicated that 
they earn $50,000 or more annually. Sixty-three percent of 
the highly loyal earned $50,000 or more compared to eighty- 
three percent of the moderately loyal who earned $50,000 or 
more. Education indicates that sixty-seven percent of all 
respondents were at least college graduates. Sixty-three 
percent of the highly loyal were at least college graduates, 
while seventy-seven percent of the moderately loyal received
at least a college degree. As the education level increased
to post graduate studies, twenty-three percent of the highly 
loyal members were in this category while thirty-nine 
percent of the moderately loyal fans went on to graduate 
school. Controlling for gender reveals that only sixty- 
eight percent of the males were highly loyal while seventy- 
seven percent of the females were considered highly loyal.
This might be explained in part because of the smaller
percentage of women boosters in this group (26%). Women who
do join in the group are already highly loyal fans. Using 
age as a variable for determining loyalty, the largest 
percentage of highly loyal fans were in the 25-35 year age
bracket. The largest percentage of moderate fans were in the
age group 36-45. As individuals get older the percentage of 
highly loyal fans decrease and the percentage of moderately 
loyal fans increase. One additional significant variable 
was whether individuals own their own home or rent, sixty 
percent of the high loyalty fans own their own home compared 
to seventy-for percent of the moderately loyal fans who own 
their home.
Table 7 presents Chi-Square significance of the loyalty 
index by all the loyalty variables. These loyalty variables 
include how vocal Browns fans are, degree of loyalty to the 
team, loyalty to fellow Browns fans, sharing a bond with 
fellow fans, proud to be a Browns fan, devotion to the 
Browns, and commitment to the team. All variables are 
highly statistically significant (at any level) representing 
a genuine association between the loyalty index and the 
loyalty variables.
Table 8, the measurement of correlation coefficients, 
reflects the strong linear association between the loyalty 
index level and the loyalty measures. The association
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Table 7
Chi-square Significance 
Loyalty Variables
Loyalty Variables Chi-square
Significance
Browns fans most vocal in NFL (VOCAL)
Browns fans remain loyal regardless of 
record (LOYAL)
I remain loyal regardless of record (ILOYAL)
Browns fans share a bond with each other 
(SHRBOND)
I am proud to be a Browns fan (IPROUD)
I am a highly devoted Browns fan (DEVOTED)
Browns fans share a special bond and 
commitment to the team (COMMIT)
. 0000
. 0000 
. 0000
. 0000 
. 0000 
. 0000
. 0000
between all variables is highly significant at the .01 
level, thus providing strong support for the loyalty 
hypotheses which stated that the higher the level of loyalty 
the more dramatic the emotional impact of the game.
Table 8
Correlation Coefficients 
Pearson's R 
Loyalty Variables
VOCAL LOYAL ILOYAL SHRBOND IPROUD
VOCAL 1 . 0 0 0 0
LOYAL .359** 1 . 0 0 0 0
ILOYAL .291** .507** 1 . 0 0 0 0
SHRBOND .312** .278** .379** 1 . 0 0 0 0
IPROUD .317** .305** .507** .509** 1 . 0 0 0 0
DEVOTED .314** .247** .469** .398** 1 . 0 0 0 0
COMMIT .393** .322** .379** .592** .502** .531** 1.0000
★-Significant level .05 **-Significant level .01
63
Commitment
Closely associated with loyalty is commitment. 
Commitment involves pledging allegiance to something or 
someone of importance. It is the act of committing, or 
state of being committed, a pledge of performance and
behavior directed toward an object, belief, person or
organization. In order to determine the level of commitment 
among members of the SCBBA, responses to the question, "How
important is being a fan of the Browns to you?", were used
to categorize respondents into highly committed and 
moderately committed. Respondents had an eight-point 
response scale with one equaling "not important" and eight 
equaling "very important". The data contained in Table 9 
indicates that forty-six percent of the respondents claim 
that it is very important being a fan of the Browns.
Table 9
How Important Beings a Browns' Fan 
In Percent 
N= 504
Not Very
Important Important
______1________ 2 3 4 5_____ 6______7__________8______
0 0 1 2 7 22 32 46
The same caution in distinguishing between levels of 
the highly committed booster versus the moderately committed 
must be used as when making distinctions between levels of
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loyalty. Consequently, all respondents who responded to 
categories 1 through 7 were placed into a category of 
"moderately committed" (54%, N= 274) and all those who 
responded to category eight were considered "highly 
committed" (46%, N=230). Table 10 provides the breakdown of 
SCBBA members by commitment level.
Table 10
Commitment 
In Percent 
N= 504
_________________________________ %___________________ N_________
High Commitment 4 6 23 0
Moderate Commitment___________ 54__________________ 274________
It was hypothesized that the highly committed fans 
would have strong emotional feelings toward particular 
geographic locations associated with the team. In this case 
it would be Cleveland Stadium, football home of the Browns. 
For some, going to the stadium is like going to a shrine.
The stadium is important to highly identified fans because 
the Stadium remains constant, whereas team players come and 
go. The Stadium is also home to many memories for the 
highly identified fans. These memories may include memories 
of past victories and loses, as well as, memories of 
attending games with friends and family. Eighty-five 
percent of all respondents indicated that they had watched 
the Browns at Cleveland Stadium sometime during their lives.
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Seventy-three percent of these respondents reported that 
they miss watching football at the stadium, with an 
additional thirteen percent indicating that they did not 
miss the stadium because they go back to Cleveland to watch 
the Browns play in that facility. The data contained in 
Table 11 indicates that when these respondents are separated 
into the groups of highly and moderate committed fans, there 
is a slight increase among highly committed fans in the 
extent to which they miss the stadium. No change occurred 
within the moderate group.
Table 11
Do You Miss Cleveland Stadium?
In Percent 
N= 419
Moderately Highly
Miss the Stadium? All Fans_____ Committed_____ Committed
Yes 73 69 77
No 14 17 11
No, I go back 13 14 12
It was hypothesized that the highly committed fan would
spend more time with fellow SCBBA members. The data in 
Table 12 indicates that thirty-two percent of the highly 
committed respondents agreed that they spend time with 
fellow members, while twenty-two percent of the moderately 
committed agreed. Twenty three percent of the highly 
committed agreed that they met some of their best friends 
through the SCBBA, while just eleven percent of the 
moderately committed respondents agreed. A strong indicator
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of group commitment is group participation. The SCBBA 
sponsors many group activities and not surprisingly a larger 
percentage of the highly committed (39%) participate in 
events compared to the moderate group (29%) . Individuals 
feel as though they are a true part of a group when that 
group makes them feel like their at home. Thirty percent of 
the highly committed strongly agreed that the SCBBA makes 
them feel like "being at home." Only thirteen percent of the 
moderate group strongly agreed to the same feelings. 
Commitment to a group not only provides a sense of "home," 
it also provides opportunities to meet others who share the 
same interests. Seventeen percent of the highly committed 
strongly agreed to this assumption while only four percent 
of the moderate group strongly agreed. Commitment to the 
group and investment of time to the group should also help 
ease the geographic transition. This is accomplished 
through the SCBBA's viewing sites which televise Browns' 
football games. Respondents were asked if watching Browns 
football at the sites made relocation less stressful. 
Seventy-seven percent of the highly committed and fifty six 
percent of the moderately committed agreed that watching 
Browns' football at the sites made relocation less 
stressful. Twenty percent of the highly committed strongly 
agreed and six percent of the moderately committed strongly 
agreed with this statement. Twenty percent of the highly 
committed fans responded that they strongly agree to
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feelings of being a real part of the SCBBA. Not 
surprisingly, only seven percent of the moderate group 
members strongly agreed. Thus, for the deeply committed 
fan, sport group participation does contribute to the 
quality of their lives, creating opportunities to socialize 
and to bond with friends, providing a sense of "we-ness" and 
to ultimately create a sense of community.
Table 12
Commitment and SCBBA Participation 
In Percent 
N= 489
High Loyalty
SCBBA
Moderate Loyalty
Participation SA A D SD SA A D SD
TIMEASD 6 26 50 18 3 19 58 20
BESTFRDS 9 14 54 13 3 8 61 28
SEAWORLD 8 31 49 12 3 26 53 18
AT HOME 30 53 14 3 13 62 19 6
SAME INT 17 57 20 6 4 60 30 6
RELOCATE 20 57 20 3 6 50 36 8
REALPART 20 58 22 0 7 61 30 2
Variable Kev: 
TIMEASD - spend time with other SCBBA members
BESTFRDS -
SEAWORLD - 
AT HOME - 
SAME INT -
RELOCATE -
REALPART -
some of my best friendships developed through 
SCBBA
participate in SCBBA sponsored events 
SCBBA makes me feel like being at home 
SCBBA provides opportunities to meet others 
who share the same interests 
watching Browns at SCBBA sites has made 
geographic relocation less stressful 
I feel as though I am a real part of the 
SCBBA
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Demographic Profile of Commitment Groups- The comparison of 
the level of commitment and demographic background factors 
was not nearly as significant as it was for loyalty. 
Religion, income, age, home ownership, and gender did not 
reveal any significant differences. In fact, gender 
percentages were identical for males and females, with 
seventy-five percent of both males and females regarded as 
highly committed. Only education provided any significant 
differences, with just fifty-six percent of the highly 
committed individuals having graduated from college and post 
graduate work compared to seventy-six percent of the 
moderately committed individuals reaching this level of 
education. This implies that the higher your education 
level the lower the likelihood that you are going to be a 
highly committed booster.
Table 13 reflects Chi-square values for the commitment 
index by the commitment variables of time spend with other 
SCBBA members, some of the best friendships were developed 
through SCBBA, participation in SCBBA events, feelings of 
home are provided through SCBBA, SCBBA provides 
opportunities to meet others, watching the Browns at viewing 
sites has made relocation less stressful, and feelings of 
being a real part of the SCBBA. All variables are 
statistically significant at the .05 level, and all but 
TIMEASD and SEAWORLD are significant at the .01 level.
Thus, the commitment level index is a highly significant
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indicator of an individual's likelihood to share these 
feelings of commitment.
Table 13
Chi-square Significance 
Commitment Variables
Commitment Variables Chi-square Significance
TIMEASD . 0557
BESTFRDS . 0079
SEAWORLD . 0323
AT HOME . 0002
SAME INT . 0000
RELOCATE . 0000
REALPART . 0005
Table 14, the measurement of correlation coefficients, 
reflects the strong linear association between the 
commitment level and the commitment measures. The 
association between all variables is highly significant at 
the .01 level, thus providing strong support for the 
commitment hypotheses which stated that the higher the level 
of commitment the stronger the feelings of "we-ness" and 
sense of community among the respondents.
In summary, respondents were highly loyal and committed 
fans. An effort was made to separate the very highly loyal 
and committed fans from the rest of the group. It should be 
pointed out that ninety-nine percent of all respondents 
indicated that they anticipate remaining a member of the
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SCBBA and one hundred percent of the respondents indicated 
that they anticipate remaining a Browns fan for the rest of 
their lives. Therefore, the intensity of loyalty that 
members exhibit toward the team was used as the criteria in 
distinguishing between high and moderate loyalty.
Self-Esteem
Self-esteem was measured by using Rosenberg's self­
esteem scale. Scores on the Rosenberg scale ranged from 24- 
38, out of a possible range of 10 to 40, with a median of 
32. Respondents were assigned high, moderate, and low self­
esteem groups based on the basis of a tripartite split. 142 
(29%) of the respondents were assigned to the low self­
esteem group (Rosenberg scores of 24 to 29); 163 (33%) were 
assigned to the moderate self-esteem group (scores of 3 0 to 
33); and, 192 (38%) were assigned to the high self-esteem 
group (scores of 34 to 38). These splits are consistent 
with Crocker and Schwartz' (1985) research with low self­
esteem equalling Rosenberg scores less than or equal to 30, 
and high self-esteem equalling Rosenberg scores greater than 
or equal to 35. Additionally, in this study, self-esteem 
measurements cross-tabbed by religion were consistent with 
Rosenberg's (1965) findings, with Jews having the largest 
percentage of high esteem, followed by Catholics and 
Protestants. Interestingly, respondents claiming no 
religious affiliation were most likely to exhibit low self­
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esteem.
It was hypothesized that those with high self-esteem 
would be more likely to remain loyal to the group and the 
sport team. Since ninety-nine percent of all respondents 
indicated that they anticipate remaining a member of the 
SCBBA and one hundred percent of all respondents anticipate 
remaining a Browns fan for the rest of their lives, the 
measurement of self-esteem would not be a significant 
indicator for this type of loyalty. However, it was 
revealed that the higher the level of self-esteem an 
individual possesses, the more likely he or she will 
strongly agree to remain loyal to the Browns, regardless of 
their won-lost record (see Table 15). Seventy-eight percent 
of the high self-esteem strongly agreed to remaining loyal 
despite the won-lost record, compared to fifty-nine percent 
of the low self-esteem who strongly agreed.
The higher the level of self-esteem the higher the 
percentage of those who strongly agree that Browns fans 
share a bond with fellow Browns fans. For example, fifty- 
nine percent of the high self-esteem strongly agreed that 
Browns fans share a bond with fellow Browns fans while 
forty-six percent of the moderate self-esteem and forty-four 
percent of the low self-esteem strongly agreed. This would 
indicate that high self-esteem equates with an increase 
capability to bond with others or, as past research has 
indicated, that bonding with others may increase self-esteem
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(Lemyre and Smith, 1985; Oakes and Turner, 1980).
Additionally, the higher the level of self-esteem, the
higher the percentage of those who strongly agree that they
are proud to be a Browns fan. Eighty percent of the high
self-esteem strongly agreed that they are proud to be a 
Browns' fan while seventy percent of moderate and sixty- 
seven percent of the low self-esteem strongly agreed. This 
suggests that those who have a high level of self-esteem are 
more confidant in showing pride toward the objects that they 
love and support. This idea is further supported by the 
fact that the higher the level of self-esteem, the greater 
the percentage of those respondents indicating that they 
strongly agree that they are highly devoted Browns fans. 
Seventy-three percent of the high self-esteem strongly 
agreed that they are highly devoted Browns fans while fifty- 
nine percent of the moderate self-esteem and fifty-five 
percent of the low self-esteem strongly agreed. It is also 
true that the higher the level of self-esteem, the higher 
the percentage of respondents who strongly agree that Browns 
fans share a special bond and commitment to their team.
Sixty percent of the high self-esteem strongly agreed that 
Browns fans share a special bond and commitment to their 
team while fifty-two percent of the moderate self-esteem and 
forty- seven percent of the low self-esteem strongly agreed. 
The data results are not conclusive to support the original 
hypotheses that a strong bond with the group can increase
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self-esteem when, in fact, it could be that high self-esteem 
increases the bonding the process.
The relationship of self-esteem and length of time in 
Southern California by the level of fan involvement was not 
significant. This was due in part because of the simple 
reality that over eighty-five percent of all respondents 
have lived in Southern California for more than four years.
The ingroup/outgroup relationship is analyzed by asking 
respondents if they report an increased satisfaction when 
their team beats a rival team compared to beating a non­
rival team. The rival team is viewed as an outgroup and the 
belief is that those with high self-esteem will feel an 
increased satisfaction when beating a rival team. Table 16 
data indicates that the higher the level of self-esteem the 
higher the percentage of those who strongly agreed to this 
statement (high self-esteem, 59%; moderate self-esteem, 51%; 
and low self-esteem, 49%). It should be noted that, in 
general, ninety-two percent of all respondents experienced 
increased satisfaction when the Browns beat a rival team 
compared to a non-rival team.
Respondents were also asked if they felt worse when the 
Browns lose to an arch-rival compared to a non-rival. Since 
the rival team is viewed as an outgroup the high self-esteem 
should feel worse when the Browns lose to an arch rival 
compared to those with low self-esteem. The data in Table 
16 supports this contention as a slightly higher percentage
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of those with high self-esteem agreed to feeling worse when 
the Browns lose to an arch-rival compared to those 
respondents with low self-esteem.
The top five rivals of the Browns (as determined by 
respondent questionnaire data) are illustrated in Table 17.
A Rival Index was created in determining a point system. 
Respondents were asked to list the top three teams that they 
believe are the biggest arch-rivals of the Browns. The 
rival index was created by using the following formula: the 
team listed first was given three points; the team listed 
second was give two points; and the team listed third was 
given one point. Consequently, the highest score possible 
in the Rival Index would be N times 3, with N equally the 
number of responses. In this study of 506, the highest 
score would be 1,518. As you look at Table 17 it is quite 
evident that Pittsburgh is the number one rival, generating 
1,291 total points, indicating a strong level of association 
(.85). This index is helpful in determining the degree to 
which a fan dislikes a rival team. Moderate and strong 
levels of association reflect a consensus among group 
members as to the severity of disliking a team. When 
respondents were asked to list three other favorite teams, 
the list did not include one team that reached the moderate 
level in association. This means that fans have a stronger 
passion in disliking other teams than they have in liking
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other teams. In other words, there is generally a consensus 
among ingroup members (SCBBA members) as to who are viewed 
as outgroup (rival teams) representations.
Table 17
The Rival Index
Total Points
Measure of Association
RIVAL TEAM POINTS ASSOCIATION
Pittsburgh 1291 .85
Denver 778 .51
Cincinnati 587 .39
Houston 257 . 17
Los Angeles Raiders 62 . 04
In Table 18 an eight point scale was used to determine
the extent to which the respondents disliked rival teams.
Thirty-one percent of the respondents with high self-esteem
indicated that they "dislike very much" the rivals, compared
to twenty-three percent of the moderate self -esteem, and
eighteen percent of the low self-esteem.
Table 18
Self-Esteem by Strength 
In Percent 
N= 496
of Disliking Rivals
Self- Do Not 
Esteem Level Dislike
1 2 3 4 5 6 7
Dislike 
Very Much 
8
High 5 3 4 4 18 19 16 31
Moderate 4 4 6 10 12 23 18 23
Low 4 6 8 10 14 23 17 18
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A demographic breakdown of self-esteem levels shows no 
differences by race, religion, gender, military service, 
age, or type of residency. There was a slightly larger 
percent of high self-esteem by those with higher levels of 
education and income. And also, there was a slightly higher 
percentage of individuals with high self-esteem among 
California residents than for non-California residents.
In summary, the data supports the hypotheses that the 
higher the level of self-esteem the more likely members will 
remain loyal to the group and the sport team; the higher the 
self-esteem the more devoted the individual is to the group 
and team; the higher the self-esteem the stronger the 
effects of the ingroup/outgroup relationship; and, the 
higher the level of self-esteem the greater the percentage 
of respondents who indicated that they dislike very much the 
Browns' arch-rivals.
Identity
Identity involves those aspects of one's life that are 
deemed as essential to the character and maintenance of 
self. Fan identification, as described earlier by 
Branscombe and Wann (1992), is the extent to which 
individuals perceive themselves as fans of the team. The 
following quotes help to epitomize the importance and 
meaning of Browns football to the many fans that I 
interviewed at various viewing sites:
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"Being a Browns fan is part of my identity"
"I live and die with the Browns"
"Being a Browns fan is who I am"
Quotes such as these are commonplace from the many fans that 
I interviewed at viewing sites, comments that I have 
reviewed in the SCBBA newsletter, and comments found in the 
completed questionnaire. It is safe to say that, Browns 
football is a major part of the identity of most of the 
SCBBA members. The SCBBA helps to serve as a vehicle to 
this passionate and dedicated identity. As one member, who 
happens to be a psycho-therapist from Southern California, 
indicated in the SCBBA newsletter, "It is amazing how useful 
the SCBBA has been for me as a referral source for displaced 
Ohioan Browns fans who have complained of little 
socialization opportunities who I've come across in output 
and input settings". Many members state that the SCBBA is 
the best thing about living in California and that the SCBBA 
provides a chance to maintain connections with "home"- 
Cleveland, and their beloved Browns. The SCBBA newsletter 
is filled with quotes from proud new parents who have given 
birth to the "next" Bernie Kosar (former quarterback) or the 
"next" Clay Mathews (current linebacker). The father of the 
"next" Bernie Kosar stated that "... When I saw his hands I 
knew they were hands of a quarterback, hopefully another 
Bernie." It is the hope and dream of parents that someday 
their identity with the Browns will be enhanced by their son
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playing for their Cleveland heroes.
An attempt was made to distinguish between highly 
identified and moderately identified fans. Once again this 
was a difficult task. Respondents were asked, "How strongly 
do you see yourself as a fan of the Browns?". Respondents 
had an eight point response scale with one being "not strong 
at all" and eight being "very strong". All respondents 
answering in categories 1-7 were placed into a category of 
"moderately identified" (39%, N= 194), those who answered 
number 8 were placed into a category of "highly identified" 
(61%, N= 3 09). Table 19 presents the percent breakdown on 
this identity measure.
Table 19
Identity Level 
In Percent 
N= 503
Not Very Very
Strong Strong
1________ 2 3 4_____ 5_______ 6_____ 7________ 8
0 0 0 1 3 14 21 61
It was hypothesized that the highly identified fan 
would prefer to watch a televised game with fellow members 
at a SCBBA viewing site rather than watching the game alone 
at home when the game was available "locally" (See table 
20). Surprisingly, there was very little difference between 
the highly identified and moderately identified groups.
This was also true if the televised game was against an
arch-rival, although a larger percentage of both groups 
would watch the game at a viewing site. If the televised 
game was a playoff game, an even larger percentage of the 
respondents would view it at a site location. Respondents 
offered some reasons as to why they would stay at home to 
view the game instead of going to a viewing site. Some of 
the explanations include: the ability to save on hiring a 
baby-sitter, that they wouldn't have to drive to a viewing 
site especially if the nearest site was a long distance and, 
because some members want to avoid smoke-filled bars.
Table 20
Viewing Televised Games Based on Identification Level 
In Percent
N= 446 (Minus "out of state" respondents)
Viewing Location
At Home SCBBA Site
High Moderate High Moderate
"Local" televised game. 78 79 22 21
"Local" 
rival.
televised vs. arch
69 767 31 33
"Local"
game.
televised playoff
56 62 44 38
Identity with a Hero
During the mid 1980's, Browns' football appeared once 
again to be on the verge of greatness. In 1984, Bernie 
Kosar announced that he was leaving Miami (of Florida) 
University early (he graduated in just three years). He 
also announced that it was his dream to play for the Browns
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and lead them to a Super Bowl victory. As an Ohio native 
his link to the Browns was already established. The 
Cleveland fans quickly adopted him as a savior and were 
poised to place him on the hero pedestal. In a very short 
period of time, Kosar became a legend, and for Browns' fans 
who live their lives for Browns football, championship fever 
became rampant.
In mid-1985, Kosar became the starting quarterback and 
led the team to a divisional championship, but a first round 
defeat in the playoffs. The 1986 season was greatly 
anticipated by all fans. Even moderately passionate fans 
had dreams of a Super Bowl season. The team had turned the 
corner and Kosar, the beloved hero and favorite son, had the 
shores of Lake Erie in a state of emotional frenzy.
Thousands of miles away, SCBBA fans were proud to tell 
everyone that they were Browns fans. The regular season 
lived up to all expectations. The Browns were dominating 
and earned the "home-field" advantage throughout the 
playoffs. They were just sixty minutes away from the 
promise land (the Super Bowl). All they had to do was win 
the AFC Championship game against Denver. The game ended in 
a dramatic and crushing last second defeat. Browns fans 
shared a collective sense of gloom and heartache. The SCBBA 
newsletter after the game summed up the feelings of all, ” 
The game has ended. The season is over. The dream bubble 
has burst. So suddenly and so harshly, all of the emotions
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that had built to a peak of fervor and anticipation have 
reversed and sent our hearts crashing to the ground." So 
dramatic was the game, that it was given a "label" in NFL 
folklore, a term that all Browns fans hate and despise to 
this day- "The Drive."
It was hypothesized that highly identified fans would 
still have memories of that game and that it would still 
bother even today. The data in Table 21 indicates that 
eighty-four percent of the highly identified fans agreed and 
fifty-three percent strongly agreed to being haunted by the 
memory of the 1986 AFC Championship Game. In the moderate 
group seventy-four percent agreed and twenty-three percent 
strongly agreed that they are still bothered by that game. 
The 1987 AFC Championship Game. The very next year the 
Browns dominated during the regular season and dreams of the 
Super Bowl were again openly discussed. Once again the 
Browns faced Denver in the AFC Championship game only to 
have a dagger placed into the hearts of all Browns' fans. A 
dramatic rally fell short when Ernest Byner dropped the ball 
two yards short of victory. Once again, NFL folklore placed 
Cleveland on the short-end of a "labeled" game- "The 
Fumble."
Respondents were asked if memories of this game still 
bothered them. The results were nearly identical to the 
memories of the 1986 Championship game. Eighty-four percent 
of the highly identified agreed and fifty-one percent
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strongly agreed to having these negative feelings of the 
1987 AFC Championship Game. The moderate group members 
consisted of seventy-two percent that agreed and just 
twenty-two percent who strongly agreed to being haunted by 
the memory of the game. The SCBBA's newsletter described 
the game as "heartbreaking, devastating, frustrating, 
hurtful, and shocking." Many SCBBA newsletter quotes from 
members encouraged fellow Backers to remain strong. One 
member state, "It's just a game! This isn't true for me or 
for many of you. The Browns transcend the meaning of the 
word 'game' when it comes to us loyal fans. It is more than 
a game when it comes to the Browns. It is about our roots 
and sense of pride." It was also time for old cliches like, 
"We'll get 'em next time."
The 1989 AFC Championship Game. As fate might have it, 
there was a next time. The 1989 season ended with Cleveland 
facing the now-hated Broncos. It is true that Browns fans 
consider Pittsburgh their number one rival (refer back to 
Table 17), but Denver is clearly the most hated. And for 
good reason, for once again the Browns were sixty minutes 
away from a Super Bowl, only to suffer defeat, and again to 
Denver. The SCBBA newsletter once again confessed that the 
"Dream is over and the bubble has finally burst as for the 
third time in four years the Browns had their hopes for a 
trip to the Super Bowl snatched away by the Denver Broncos."
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Memories of this game bother the highly identified fans 
much more than the moderate fans. Sixty-three percent of 
the highly identified respondents agreed and twenty-five 
percent strongly agreed to being bothered by this game, in 
contrast, just forty-five percent of the moderately 
identified agreed, and only seven percent who strongly 
agreed. Although the memories of this defeat are not as 
dramatic as the earlier two, one painful memory still 
exists—  to date, this would be the last playoff game for 
the Browns.
Table 21
Haunted by Past Championship Games by Identification Level 
In Percent 
N= 502
Strongly Strongly
Agree Agree Disagree Disagree
Year* High Mod High Mod High Mod High Mod
1986 52 23 31 51 15 23 1 3
1987 51 22 33 50 15 25 1 3
1989_____ 25 7_____ 38 38 33 49_____ 4_____ 5
* The year represents the regular season year, not the year 
in which the actual championship game was held.
Respondents were asked how much they disliked the 
Browns' rivals. The data in Table 22 provides a breakdown, 
by identification level, as to how much respondents dislike 
rivals. It should not be surprising that the highly 
identified fans dislike the rivals more strongly than the
moderate fans. Thirty-five percent of the highly identified 
fans indicated that they "dislike very much" the arch 
rivals, compared to just seven percent of the moderately 
identified.
Table 22
Dislike Rivals by Identification Level 
In Percent 
N= 501
Do Not Dislike
Dislike Very Much
ID Level 1 2 3 4 5 6 7 8
Moderate ID 6 7 8 11 21 26 14 7
High ID 4 3 4 5 11 19 19 35
It was hypothesized that fans who maintain high levels 
of identification with a sport team also show feelings of 
bonding with other fans of that same team. Ninety-nine 
percent of all respondents agreed that Browns fans share 
feelings of a bond with fellow Browns fans, with sixty-one 
percent of the highly identified fans strongly agreeing and 
thirty-four percent of the moderately identified fans 
strongly agreeing (see Table 23). Respondents were also 
asked if they shared a special bond and commitment to the 
team. Ninety-eight percent of all respondents agreed that 
they share this special bond and commitment.
Geographic Relocation
The effects of joining the SCBBA as a means of 
lessening the dramatic impact of a geographic move are
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Table 23
Bonding by Identification Level 
In Percent 
N= 501
Strongly Strongly
Agree Agree Disagree Disagree
High Mod High Mod High Mod High Mod
Browns fans 
share with 
fellow 
Browns fans. 61 34 39 64 0 2 0 0
Browns fans 
share a 
special bond 
and
commitment 
to the team. 69 30 31 65 0 5 0 0
examined through the answers given to the following 
questions. Respondents were asked if the SCBBA makes them 
feel more like "being at home" just by knowing there are 
many Browns fans in Southern California. Seventy-five 
percent of all respondents agreed that the SCBBA has help 
make Southern California feel like home. The data in table 
2 4 indicates that twenty-five percent of the highly 
identified strongly agree and fourteen of the moderate 
strongly agree that the SCBBA has help to make Southern 
California feel like home. Respondents were asked if the 
SCBBA has provided them with opportunities to meet other 
people who share many of the same interests as themselves. 
Sixty-seven percent of all respondents agreed that the SCBBA 
does provide opportunities to meet other people who share 
the same interests as themselves with fourteen percent of
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the highly identified who strongly agreed and four percent 
of the moderate who strongly agree. Just twenty-eight 
percent of the highly identified disagreed while thirty- 
seven percent of the moderate disagreed. Respondents were 
also asked if being able to watch Browns' games at the 
viewing sites has made their relocation to Southern 
California less stressful. Sixty-five percent of all 
respondents agreed to this with seventy-one percent of the 
highly identified agreeing, compared to just fifty-five 
percent of the moderate. Also, sixteen percent of the high 
identity group strongly agreed that the SCBBA and the 
viewing sites has made relocation less stressful, compared 
to just five percent of the moderate. More than twice as 
many highly identified respondents as moderate, agreed that 
the SCBBA was an important part of their self-image. These 
examples clearly illustrate that those who show a high 
degree of identification to the SCBBA have had an easier 
transition in their relocation to Southern California.
It was hypothesized that the importance of winning and 
enjoying the fruits of victory would be more pronounced for 
the highly identified fan than for the moderate.
Respondents were asked "How important is it to you that the 
Browns win?". An eight-point scale was used to determine 
the level of importance in winning, number one meaning "not
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Table 24
SCBBA Has Helped to Ease Geographic Relocation by ID Level 
In Percent
N= 453 (excluding "out of state" residents)
Strongly Strongly
Agree Agree Disagree Disagree
________________ High Mod High Mod High Mod High Mod
SCBBA has 
made me feel 
like being
at home. 25 14 56 61 14 21 5 4
SCBBA 
provides 
opportunit­
ies to meet 
others who 
share same 
interests as
me. 14 4 59 59 22 31 6 6
SCBBA has 
made
relocation
less
stressful. 16 5 55 50 24 36 5 9
SCBBA
membership 
is an 
important 
part of
self-image. 4 1 33 16 49 66 14 17
important" and number eight meaning "very important". The 
data in Table 2 5 indicate that eighty-seven percent of 
highly identified fans responded with either a seven or 
eight and with sixty-four percent of those responding with 
an eight ("very important"). In contrast, only forty-three 
percent of the moderately identified picked seven or eight, 
and just twelve percent of those choosing number eight. As
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expected, the highly identified fan places a strong degree 
of importance in team victory even though eighty-three 
percent of the respondents report that they will remain 
loyal to the team regardless of the won-lost record. The 
contention that the highly identified fans enjoy victories 
more and feel worse after defeats (compared to the moderate 
group) will be examined later in this chapter during the 
discussion of the results of the Basking-In-Reflective-Glory 
(BIRG) and Cutting-Off-Reflective-Failure (CORF) questions.
Table 25
Importance of Browns Winning by ID Level
In Percent
N=504
Not Very
Important Important
ID Level_________ 1______ 2 3 4 5 6____7_____ 8
Moderate ID 11 1 2 51 13 35 31 2
High ID__________ 1______ 0 0 0 3 9 23_____ 6
I stated earlier that the highly identified fans will 
most likely report that their friends and co-workers are 
aware of how strongly they associate themselves to the 
Browns. Respondents were asked if most of their friends are 
aware that they are Browns fans. Ninety-eight percent of 
all respondents agreed that their friends are aware that 
they are Browns fans. The data in Table 2 6 indicates that 
seventy-four percent of the highly identified strongly agree 
that their friends are aware that they are Browns fans while
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just thirty-nine percent of the moderate strongly agreed.
Table 26
Awareness of Friends and Co-Workers 
In Percent 
N= 502
Strongly Strongly
Agree Agree Disagree Disagree
High Mod High Mod High Mod High Mod
Friends are 
aware that 
you are a 
Browns fan. 74 39 25 56 0 3 1 2
Co-workers 
are aware 
that you are 
a Browns 
fan. 64 31 32 58 2 10 2 1
Respondents were asked "How strongly do your friends 
see you as a fan of the Browns?" An eight point scale was 
used to determine the strength of how respondents friends 
view them as a fan of the Browns. A response of number one 
means "not strong at all" and number eight means "very 
strong." The data in Table 27 indicates that ninety-four 
percent of the highly identified respondents answered with a 
seven or eight, and eighty-two percent of those answered 
with an eight. In contrast, only fifty percent of the 
moderate responded with a seven or eight, and just twenty- 
one percent with an eight.
Respondents were asked if their co-workers are aware 
that they are a Browns fan (See Table 26). Ninety-two 
percent of all respondents agreed with sixty-four of the
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Table 27
How Strongly Friends View the Respondent as a Browns' Fan by 
Identification Level 
In Percent 
N= 501
Not Strong Very
At All Strong
ID Level_________ 1________2 3 4 5 6 7 8
Moderate ID 2 1 2 3 11 31 29 2
High ID__________ 0________0 0 1 1 4 12 8
highly identified strongly agreeing compared to thirty-one 
percent of the moderate. It is reasonable to assume that 
friends and coworkers of these individuals identify them 
more readily as Browns fans than by other characteristics 
such as their religion, political affiliations and so on.
One indicator of the degree of identity that a person 
possess is outward or visible allegiance to a group or team. 
Respondents were asked how often they display the Browns 
logo or insignia at their place of work, where they live, or 
on their clothing. An eight-point scale was used with 
number one equalling "never", and number eight equalling 
"always" to determine how often respondents display the 
Browns' logo or insignia. The data in Table 28 indicates 
that forty-one percent of the highly identified individuals 
responded "always" to displaying the Browns' logo or 
insignia, compared to just sixteen percent of the moderate. 
Emotion and the Highly Identified Fan
The emotional component of being a highly identified
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Table 28
How Often Wear the Browns' Logo 
In Percent 
N= 501
ID Level
Never
1
Always
2 3 4 5 6 7 8
Moderate ID 7 8 13 8 16 19 13 16
High ID 2 3 5 6 12 17 14 41
sports fan can not be minimized. Some fans are very 
passionate in their support of their favorite team. For 
some sport provides a socially acceptable way to engage in a 
varying array of emotions. For others, sport and the 
accompanying emotional attachment and commitment border on 
fanaticism. Fans may show an increase in heart rate before 
and during the game, exhibit emotional pregame stress, and 
feel emotionally exhausted at the conclusion of viewing a 
game. It was hypothesized that the highly identified fans 
experience more intensely these emotional states than the 
moderate fan. Respondents were asked if they experienced an 
emotional let-down following a Browns defeat. The data in 
Table 29 indicates that more than four times as many highly 
identified fans as moderate fans strongly agreed to 
experiencing an emotional letdown following a Browns defeat. 
In fact, ninety percent of all the highly identified fans 
agreed to feeling an emotional letdown following a Browns 
defeat. Seventy-five percent of the moderate fans felt an 
emotional letdown following a Browns defeat. Respondents
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were asked if they recovered, emotionally, very quickly 
after a Browns' defeat. Thirty-seven percent of the high 
identity fans reported that they did not recover very 
quickly after a Browns defeat while 83 percent of the 
moderate recovered quickly and did not dwell on a loss. 
Respondents were asked if it usually takes one or two days 
to recover from a Browns' defeat. Not surprisingly, of the 
high identity group forty-seven percent agreed while only 
twenty-two percent of the moderate agreed that it usually 
takes one or two days to recover. Respondents were also 
asked, if by Thursday, was the memory of the past game left 
behind and did they then start looking forward to the next 
game. Ninety percent of all respondents agreed that by 
Thursday they look forward to the next game. Interestingly, 
it had been the high identity group that had the most 
difficulty recovering from a defeat within one or two days 
after a loss, but four days later twenty-four percent of the 
high identity fans strongly agreed that they recovered from 
the defeat and looked forward to the next game, compared to 
just thirteen percent of the moderate. Perhaps this is the 
case because even though highly identified fans feel the 
effects of a defeat more intensely than moderate fans, they 
also become more excited in anticipation for the next game 
because it provides another opportunity for victory.
Respondents were asked if they felt an increased heart 
rate before the kickoff of a Browns game. Sixty-eight
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percent of all respondents indicated that they experienced 
an increased heart rate. The data in Table 31 indicates 
that seventy-eight percent of all highly identified fans 
agreed to experiences of an increased heart rate, while 
fifty-one percent of the moderate had the same reaction. 
Thirty percent of the highly identified strongly agreed 
while just nine percent of moderate strongly agreed to 
experiencing an increased heart rate. Additionally, eleven 
percent of the moderately identified strongly disagreed 
while just one percent of the high identity group strongly 
disagreed to experiences of an increased heart rate before 
kickoff.
Respondents were asked if they felt emotional pregame 
stress. Fifty percent of all respondents agreed to feeling 
pregame stress. Fan identification level was a highly 
significant with this variable. Sixty-one percent of all 
highly identified respondents agreed to experiencing 
emotional pregame stress, while only thirty-one percent of 
the moderate agreed. In addition, fifteen percent of the 
high identity group strongly agreed, while just two percent 
of the moderate strongly agreed to feeling pregame stress.
Finally, respondents were asked if at the conclusion of 
viewing a Browns' game if they felt emotionally exhausted. 
Once again, one's level of identification was significant. 
Seventy percent of the highly identified agreed to feeling 
emotionally exhausted at the end of the game, while just
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forty-nine percent of the moderate agreed. Further, twenty 
percent of the highly identified strongly agreed while just 
four percent of the moderate strongly agreed to feeling 
emotionally exhausted at the end of a Browns' game.
Table 29
Emotional Feelings by Identity Level 
In Percent 
N= 502
Identification Level
Strongly Strongly
Agree Agree Disagree Disagree
Emotion High Mod High Mod High Mod High Mod
LETDOWN 30 10 60 65 9 20 1 5
RECOVER 12 16 51 67 31 15 6 2
TWODAYS 9 2 38 20 39 54 14 24
THURSDAY 24 13 65 76 11 9 0 1
HEARTRATE 30 9 48 43 21 37 1 11
PREGAME 15 2 46 29 34 55 5 15
EXHAUST 20 2 50 45 27 44 3 7
Variable Key:
LETDOWN -
RECOVER - 
TWODAYS -
THURSDAY -
HEARTRATE -
PREGAME - 
EXHAUST -
experience emotional letdown following a 
Browns defeat
I recover quickly after a Browns loss 
takes one or two days to recover following 
loss
by Thursday, memory of loss is gone/look 
forward to next game
feel an increased heart rate before Browns 
kickoff
feel emotional pregame stress
feel emotionally exhausted at the end of a
Browns game
Table 30 reports the highly significant Chi-square
values for identification level by the emotional variables
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of emotional letdown following a loss, the need to 
emotionally recover following a Browns game, feelings of an 
increased heart rate, feelings of emotional pregame stress 
and feeling emotionally exhausted following a Browns' game. 
Nearly all of the emotional variables were statistically 
significant at the .00001 level. The data from this table 
strongly supports the original hypotheses that the higher 
the level of identification the stronger the emotional 
feelings an individual experiences.
Table 30
Chi-square Significance 
Identification by Emotional Variables
Chi-square
Emotional Variables  Significance
LETDOWN .0000
RECOVER . 0000
TWODAYS . 0000
THURSDAY . 0000
HEARTRATE . 0000
PREGAME . 0000
EXHAUST . 0000
Table 31 reveals that most of the correlation 
coefficients of emotional identification were highly 
significant at the .01 level and thus, further supporting 
the original hypotheses that identification level does have 
a bearing on the degree that a person experiences emotional 
commitment to the team.
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In summary it is clear that the highly identified SCBBA 
members experience a great amount of emotional commitment 
toward the team. An increased heart rate and stress usually 
accompanies the passionate identification that some 
individuals have toward their team.
Demographic Profile of Identification Levels
Identification levels were examined by demographic 
characteristics. There was no statistically significant 
difference in the variables of race, type of religion, how 
often they attend religious services, gender, military 
service, age, housing, or type of residency. There was a 
slight decrease in the percentage of the highly identified 
fan as the education level increased. Identification level 
cannot be predicted by demographic background.
The "Dawg" Phenomenon
The mid 1980's not only witnessed the return of 
championship-type caliber football, it marked a new and 
intensified fan identity to the team. This increased 
identity was magnified nationwide through the "Dawg" 
phenomenon. Taking their cue from Frank Minnifield and 
Hanford Dixon's (former defensive backs of the Browns) 
"barking" in the huddle after a big play, Cleveland fans 
everywhere quickly began dressing and barking like dogs.
Fans began wearing dog collars and Halloween-type dog masks,
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they brought dog biscuits and dog bones to games and, 
"barked" like dogs after big plays on the playing field.
Respondents were asked if the nickname "Dawgs" is as 
popular with Cleveland fans as the name Browns. Sixty-eight 
percent of all respondents agreed that the nickname "Dawgs" 
is as popular as the Browns. The data in Table 3 2 indicates 
that twenty-five percent of the highly identified fans 
strongly agreed that the nickname "Dawgs" is as popular as 
the Browns. Respondents were also asked if the "Dawg" image 
has helped to support the strong identity that the Browns 
fans have to their team. Ninety-one percent of all 
respondents agreed that the "Dawg" image has helped to 
support the strong identity that Browns fans have toward 
their team and sixty-nine percent of the high identity group 
strongly agreed.
At Cleveland Stadium, there exists an open-end endzone 
section of seating. Throughout the history of Cleveland 
Stadium this section of seats has maintained a reputation 
for "rowdy" behavior. It seemed only natural that this 
section took it upon itself to take the Dawg phenomenon to 
the fanatic and frenzy state that it is today. Cleveland 
fans and the media call this section the "Dawg Pound." 
Ironically, the Dawg Pound consist of the closest seats 
available to the playing field. Consequently, these fans 
have often impacted the actual play of the game. For 
example, it is common to see dog biscuits used as
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projectiles thrown at the opposition players. The mass 
media loves fanaticism from spectators, because fanaticism 
provides television with material to "hype" an upcoming 
televised game. Clever newspaper writers use such phrases 
as "... he was in the shadow of the rowdy 'Dawg Pound' 
bleachers" (Los Angeles Times, 9/6/93), and "those people in 
the Dawg Pound scare me... their kind shouldn't be attending 
major sports events (USA Today 9/28/93) . Clearly the mass 
media is well aware of the Dawg Pound and its' inhabitants. 
The mass media exploits this type of high identification for 
it's own promotional gains.
Respondents were asked if the mass media loves to use 
the Dawg Pound as part of their promotional gimmick to 
"hype" a game in Cleveland. Ninety-nine percent of all 
respondents agreed, with seventy-one percent who strongly 
agreed that the mass media uses the Dawg Pound to hype a 
game in Cleveland. When asked if the "Dawg Pound" has a 
positive image to Cleveland fans, ninety-four percent agreed 
and fifty-three percent strongly agreed. Interestingly, only 
sixty percent of all respondents agreed that the Dawg Pound 
has a positive nationwide-image, and only eighteen percent 
strongly agreed. Ninety percent of all respondents agree 
that fans in the Dawg Pound are some of the best NFL fans. 
Sixty-three percent of the high identity fans strongly 
agreed compared to forty-two percent of the moderate. 
However, only sixty-five percent of all respondents agree
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that the Dawg Pound is an experience that every NFL fan 
should try. Therefore, it would appear that Cleveland fans 
identify strongly with the Dawg Pound, but acknowledge that 
the nationwide image of the Dawg Pound is not necessarily a 
positive one, nor is it an experience that all should dare 
partake.
As for the activity of "barking" after a big play, this 
clearly falls under the realm of "expected" group behavior. 
Indeed, eighty-seven percent of all respondents agree and 
thirty-six percent strongly agree that, barking after a big 
play has increased the identity level of Browns fans.
However only fifty-eight agreed that they enjoy "barking" 
while watching Browns games. Seventy-five percent of all 
those who strongly agreed that they enjoy barking were from 
the high identity group. Only fifteen percent of all 
respondents wished that Browns fans would stop barking.
SCBBA members clearly identify with the Dawg phenomenon and 
most members are very willing participants in this identity- 
enhancing behavior.
Next, attention is shifted toward the tendencies to 
BIRG and CORF, especially by those with varying degrees of 
identification and self-esteem levels.
BIRGing and CORFing
As described earlier, Basking-In-Reflective-Glory
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Table 32
The Dawg Phenomenon by Identification Level 
In Percent 
N= 503
Strongly Strongly
Agree Agree Disagree Disagree
High Mod High Mod High Mod High Mod
DAWGPOP 29 20 41 46 26 31 4 3
DAWGIMG 42 31 50 58 8 11 0 0
MASSDP 77 59 22 39 1 1 0 1
DPPNWIN 20 14 44 38 33 46 3 2
DAWGBST 63 42 31 43 6 14 0 1
DAWGEXP 30 14 38 41 29 42 3 3
BARKID 40 31 49 54 9 12 2 2
IENJBARK 27 14 34 40 29 31 10 15
Variable Key;
DAWGPOP - 
DAWGIMG -
MASSDP -
DPPNWIN - 
DAWGBST -
DAWGEXP -
BARKID -
IENJBARK -
nickname "Dawgs" as popular as Browns
Dawg image supports fans high identity to the
team
mass media loves Dawg Pound as means to 
"hype" a game
Dawg Pound has a positive national image 
fans in Dawg Pound are some of the best in 
the NFL
the Dawg Pound is an experience everyone 
should try
"barking" increases identity level of Browns 
fans
I enjoy "barking" during Browns games
(BIRGing) refers to an individual's desire to increase their 
association with successful others. This is accomplished by 
identifying one's self with successful others. Cutting-Off- 
Reflected-Failure (CORFing) refers to the behavior of 
increasing the distance between the individual and the group
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viewed negatively, as a result of some perceived failure, 
accomplished by not identifying one's self with unsuccessful 
others. In Table 33 the results to the questions pertaining 
to BIRGing and CORFing behavior are presented. Respondents 
were asked if they tend to wear more Browns apparel after a 
victory than after a defeat. Twenty-nine percent agreed and 
just four percent strongly agreed. When asked if they read 
the sports pages after the most recent Browns game 
regardless of the outcome (victory or defeat), ninety-one 
percent of all respondents agreed and fifty-one percent 
strongly agreed. Seventy-one percent of all respondents 
agree to reading additional sport articles regarding the 
Browns, following a Browns victory. Interestingly, although 
most respondents claimed to read additional sport articles, 
only twenty-five percent stated that they purchased 
additional newspapers. A CORFing technique would be not 
reading any newspaper articles regarding a Browns defeat. 
Only three percent of all respondents agreed that they did 
not read any newspaper articles after a Browns defeat. 
Respondents were asked if they try to "block out" a Browns 
defeat as soon as possible. Forty-two percent of all 
respondents agreed to this type of behavior. Conversely, 
fifty-nine percent of all respondents agreed that they try 
to "relive" Browns highlights throughout the week, following 
a Browns victory. Eighty-two percent of all respondents 
agreed, with thirty-nine percent strongly agreeing, that
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following a Browns victory they will watch as many 
television highlights as possible. Fifty-eight percent of 
all respondents disagreed that following a Browns defeat 
they will watch one highlight feature or none at all.
Table 3 3
BIRGing and CORFing 
In Percent 
N= 502
BIRG/CORF Variables Strongly
Agree Agree Disagree
Strongly
Disagree
Wear more apparel 
after a win. 4 25 58 13
Read sports pages 
regardless of 
outcome. 51 40 7 2
Read additional 
sports articles after 
a win. 37 34 25 4
Buy more newspapers 
after a win. 9 16 58 17
Do not read 
newspapers after a 
loss. 1 2 54 42
Try to block out a 
Browns defeat ASAP. 5 37 45 13
Try to relive Browns 
highlights after a 
win. 13 46 35 6
After a win, watch as 
many highlights as 
possible. 39 43 16 2
After a defeat, will 
watch one highlight 
feature or none at 
all. 8 34 47 11
It was hypothesized that higher fan identification will
show increased tendencies to BIRG and decreasing tendencies 
to CORF, in contrast, moderate fans are less likely to BIRG 
and more likely to CORF. In Table 3 4 BIRG and CORF 
tendencies are examined by high and moderate levels of 
identification. The data in this table indicate that, for 
most BIRG and CORF techniques there is a statistical 
difference based on one's identification level. The first 
technique, the tendency to wear more Browns apparel after a 
victory than after a defeat, showed no significant 
differences based on identification level. As for reading 
the sports pages following the most recent Browns' game 
regardless of the outcome, sixty-one percent of the high 
identity fans strongly agreed, while just thirty-five 
percent of the moderate strongly agreed. The high identity 
fans show definite signs of BIRGing by reading additional 
sports articles following a Browns victory, with forty-four 
percent strongly agreeing, compared to twenty-five percent 
of the moderate. However, it does not appear that the high 
identity fans CORF, by not reading any newspaper articles 
regarding a Browns' defeat, as an equal ninety-seven percent 
of both identity levels disagree to this tendency. The 
CORFing technique of trying to "block out" a Browns defeat 
as soon as possible reveal that a greater percentage of 
those who strongly agreed are the highly identified fans.
The BIRGing technique of "re-living" Browns' highlights 
throughout the week following a Browns victory is very
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significant when controlled by Identification level.
Seventy percent of the highly identified agreed and eighteen 
percent strongly agreed, compared to forty-one percent of 
the moderately identified who agreed and just four percent 
strongly agreed. Following a Browns' victory fifty-one 
percent of the highly identified strongly agreed that they 
watch as many highlights as possible, compared to just 
twenty percent of the moderately identified who strongly 
agreed. Respondents were asked if following a Browns' 
defeat, would they watch one highlight feature or none at 
all. Fifty-eight percent of the highly identified disagreed 
and fifty-nine percent of the moderate disagreed.
It would appear that the highly identified fans exhibit 
many signs of BIRGing but not CORFing. Meanwhile, the 
moderately identified fans are less likely to BIRG, but also 
less likely to CORF. Thus, the tendency to BIRG is 
consistent with past research, but the tendencies to CORF 
are not consistent with past research. One explanation for 
this is, perhaps, the fact that the entire group under study 
are more highly identified than non-booster fans.
One additional note relating to BIRGing and CORFing 
techniques, when respondents were asked if they "tape" 
(record) Browns' games available on television, seventy-two 
percent of those who said yes were of the highly identified 
group. Eighty-one percent of those who said they keep game 
tapes of "losses" were also from the high identity group.
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Table 34
BIRG and CORF by Identification Level 
In Percent 
N= 502
Strongly
Agree Agree Disagree
Strongly
Disagree
BIRG/CORF
Variables
High Mod High Mod High Mod High Mod
APPVICT 3 4 27 24 58 58 12 13
RDSPRTPG 35 61 52 33 10 5 3 1
ADDSPRT 25 44 41 31 31 21 3 5
MORNSP 4 12 13 18 66 53 17 17
DEFPAP 0 2 3 1 59 52 38 45
BLOCK 2 8 34 38 52 41 12 14
RELIVE 4 18 37 52 49 27 10 3
HILIGHTS 20 51 56 36 21 13 3 0
DEFLIGHT 4 10 37 33 52 45 7 13
Variable Key:
APPVICT - 
RDSPRTPG - 
ADDSPRT - 
MORNSP - 
DEFPAP - 
BLOCK - 
RELIVE - 
HILIGHTS -
DEFLIGHT -
wear more Browns apparel after a win 
read sports pages regardless of outcome 
read additional sports articles after a win 
buy more newspapers after a win 
do not read newspapers after a loss 
try to block out a Browns defeat ASAP 
try to relive Browns highlights after a win 
after a win, watch as many television 
highlights as possible
after a defeat, will watch one highlight 
feature or none at all
In Table 35 the relationship between one's self-esteem level 
and BIRG/CORF techniques are examined. As with the highly 
identified, it is hypothesized that those individuals with 
high self-esteem will show increased tendencies to BIRG and 
decreased tendencies to CORF. In contrast, those with low
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self-esteem are less likely to BIRG and more likely to CORF. 
Thirty-two percent of the high self-esteem agree to wearing 
more Browns apparel after a victory than after a defeat, 
compared to twenty-four percent of the low self-esteem.
This represents a slight increase in BIRGing by those with 
higher self-esteem. Forty-two percent of the high self­
esteem strongly agreed to reading additional sport articles 
following a Browns' victory (ADDSPRT) compared to twenty- 
eight percent of the low self-esteem. As for buying more 
newspapers following Browns' victories, than after Browns' 
defeats, only a slightly higher percentage of the high self­
esteem agreed (27%) than did the low self-esteem (21%). As 
for the CORFing technique of not reading newspaper articles 
regarding a Browns' defeat, ninety-six percent of the high 
self-esteem disagreed, while ninety-eight percent of the low 
self-esteem disagreed. There was little difference between 
the high self-esteem group and the low self-esteem group in 
terms of trying to "re-live" Browns' highlights throughout 
the week following a Browns victory and following a Browns 
defeat do they watch one highlight or none at all. However, 
forty-seven percent of the high self-esteem group strongly 
agreed that following a Browns victory, they watch as many 
television highlights as possible, compared to just thirty- 
three percent of the low self-esteem who strongly agreed.
Thus, when examining BIRG/CORF techniques based on 
levels of self-esteem, the data indicated that those with
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high self-esteem have a slightly increased tendency to BIRG 
compared to those with low self-esteem. The tendency to 
CORF is nearly identical for members of both the high and 
low levels of self-esteem. Based on the results of this 
study, the argument that BIRGing and CORFing are techniques 
used in the maintenance of self-esteem, is tenuous, at best.
In Table 36, Chi-Square significance is examined by 
cross tabulating BIRG and Corf techniques by self-esteem and 
identification. Nearly all the variables are significant at 
.05 significance level and many variables are significant at 
the .01 significance level.
Table 36
Chi-square Significance
BIRG and CORF Variables by Self-Esteem and Identification 
Level
Chi-square Significance
BIRG and CORF Variables Self-Esteem Identification
APPVICT . 07 . 69
RDSPRTPG . 19 . 00
ADDSPRT . 06 . 00
MORNSP . 00 . 00
DEFPAP . 05 . 04
BLOCK . 15 . 01
RELIVE .33 . 00
HILIGHTS . 05 . 00
DEFLIGHT . 05 . 00
TAPE .79 . 00
Table 37 reveals the correlation coefficients for the
BIRG/CORF variables. All of the BIRG/CORF variables (except
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for wearing more Browns apparel after a Browns' win) were 
statistically significant at the .05 level and all but three 
variables were statistically significant at the .0001 level 
when controlled by identification level. Only four of the 
BIRG/CORF variables were significant at the .05 level when 
controlled by self-esteem level.
Sport as Religion
The institution of sport often commands as much 
attention, discussion, importance and loyalty as religion. 
Many individuals have a stronger allegiance to a sporting 
team than to an organized religion. Respondents were asked 
if Browns' football has more meaning to them, than their 
religion. Twenty-five percent agreed and nine percent 
strongly agreed. Respondents were also asked if Browns' 
football is just like religion to them. Twenty-six percent 
agreed and again, nine percent strongly agreed. Although 
these numbers might appear to be small, just one in four, 
actions often speak louder than words.
The data in Table 38 reveal that sixty-eight percent of 
all respondents indicate that they watch every Browns game 
(once a week, usually on Sundays), while just nineteen 
percent of all respondents indicate that they go to church 
every week. In fact, only thirty percent of the SCBBA 
members report that they attend religious services of any 
kind (at least once a month), while ninety-five percent of 
the respondents watch at least one game per month. Seventy
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percent of all respondents indicate that they attend 
religious services only a few times a year or not at all, 
compared to just five percent of the respondents who report 
only occasionally watching a Browns game. This table 
clearly indicates that the respondents attend Browns 
football games much more regularly, and often, than they 
attend religious services.
Table 38
Involvement 
In Percent 
N= 504
HOW OFTEN ATTEND RELIGIOUS 
SERVICES
WATCH BROWNS 
FOOTBALL
Weekly 19 68
At least once 
monthly 11 27
Occasionally 47 5
Not at all 23 0
Respondents were asked if praying can influence the 
outcome of a Browns' game. Since there is no relationship 
between praying for a favorable outcome and the occurrence 
of that outcome actually becoming a reality, it was not 
surprising that only nineteen percent of the respondents 
agreed, and just four percent strongly agreed that praying 
can actually influence the outcome of a game. In my 
interviews with SCBBA members, regarding praying, most 
people simply laughed at such a notion and pointed out that, 
"If all it took was prayers, the Browns would have won at
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least three Super Bowls by now". And as another member 
stated, "Relying on prayers for football victories is like 
relying on prayers for world peace or winning a lottery 
ticket. It just doesn't happen that way." In short, some 
sports fans engage in prayer in hopes of victory, just as 
religious persons go to church to pray for something else.
In both cases, the sole reliance of prayer will lead people 
down the path of frustration and disappointment for it is 
action not beliefs and prayers that will lead to success.
It was hypothesized that for the highly identified fan, 
Browns' football should be just like religion in terms of 
commitment and passion. The data in Table 3 9 indicates that 
thirty-four percent of the highly identified agreed that 
Browns' football is like religion, compared to just twelve 
percent of the moderately identified. Thirty-one percent of 
the highly identified agreed that Browns football has more 
meaning to them than their religion, compared to eighteen 
percent of the moderately identified. The highly identified 
were also much more likely to strongly agree that praying 
can influence the outcome of the game. This is perhaps 
explained because the highly identified fans have such a 
vested interest in their team winning that they will try 
anything to help the team win including praying.
Table 40 reflects religious differences based on self­
esteem. These are only slight differences in percentage 
responses. Ten percent of the high self-esteem strongly
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agree the Browns' football has more meaning to them than 
their religion, compared to just three percent of the low 
self-esteem. Percentages were nearly identical for high 
and low self-esteem in regards to praying for favorable 
outcomes.
The data in Table 41 indicates that the Chi-Square 
values are statistically significance for all the religion 
variables, at the .05 level, by both self-esteem and 
identification. The variables of "the Browns having more 
meaning to me than my religion" and "the Browns are like 
religion to me" were both significant at the .01 level.
Table 41
Chi-square Significance
Religion by Self-Esteem and Identification Level
Chi-square Significance
Religion Variables___________Self-Esteem Identification
MOREREG .0000 .0000
RELIGION .0086 .0000
PRAYING__________________________ .0254____________ . 0168______
Table 42 reports the correlation coefficients of the 
religion variables. The data indicates that most of the 
variables are significant at the .01 level.
The demographic profile of those respondents who views 
Browns' football as religion is somewhat enlightening.
First, there was little or no difference based on race, 
gender, and military service. When examining religious
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Table 42
Correlation Coefficients
Pearson's R
Religion
MOREREG RELIGION PRAYING
MOREREG 1.0000
RELIGON 654** 1.0000
PRAYING 0147 167** 1.0000
*Significance level .05 **Significance level .01
affiliation, it was revealed that those with "no 
affiliation" have the highest percentages of those who agree 
Browns' football is like religion. The no affiliation group 
is followed in order by, Catholics, Jews,and Protestants.
The lower the individual's income, the higher the percentage 
of those who view Browns' football as religion. The younger 
the age group, the higher the percentage that agreed, and 
interestingly, a larger percentage of California residents 
view Browns football as religion than non-California 
residents.
One additional note regarding the relationship between 
religion and sport concerns the treatment of a football 
stadium as a "shrine" or a place of worship. The stadium 
often becomes the home of "miraculous" events of joy, 
elation, and triumph (Coakley 1990). In a sense, it is a 
place where sport fans outwardly show allegiance to, and 
worship of, the team. Eighty-six percent of all respondents 
indicate that they have watched the Browns play at Cleveland
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Stadium, and seventy-three percent indicate that they miss 
watching Browns football at the stadium. Thirteen percent 
report that they still go back to Cleveland to watch the 
Browns play. Many respondents indicated to me that they get 
"chills" of emotional joy, just by seeing the stadium on 
television and that it gives them an energy "rush" just 
being at the Stadium.
This concludes the discussion on sport and religion.
It has been stated that one of the primary functions of the 
SCBBA was that it provided a sense of community. We will 
now explore this last subject area.
Community
The effects of a complex post-modern society are 
magnified by geographic relocation. Individuals often rely 
on primary group participation as a means of forming a sense 
of community. As Cooley (1909) described, a primary group 
is characterized by a high degree of solidarity, and 
intimate face-to-face association and cooperation resulting 
in intimate association and development of a "we" mutual 
identification. A primary group then, provides the 
opportunity for individuals to form a community. In the 
past, many urban dwellers used ethnic communities as a means 
of becoming fully assimilated into the "melting pot" of 
American society. However, group ties among urban dwellers 
are not based solely on ethnicity. They may be based on
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kinship, occupation, life-style and the sharing of similar 
personal interests. Individuals often form social groups as 
a substitute for traditional sources of community. Thus, a 
sense of community is based not so much on place of 
residence, as on the ability to come together in special 
meeting places, such as restaurants and bars. In other 
words, the perception of urban post-modern disorganization 
may also allow for social reorganization. The formation of 
a new community may not include familiar surroundings and 
birth roots, but it is a community nonetheless.
A community is a set of primary and secondary groups in 
which the individual carries out important life functions. 
Today, leisure activities are often a vital part of a 
person's sense of self. As Rojek (1985) states, today, 
leisure activities may be viewed as one of the most telling 
indications of who a person really is, more so than other 
labels such as occupation. After all, we engage in sport 
spectatorship voluntarily, whereas work is something that 
most of us have to do in order to earn a living. For the 
members of the SCBBA, Browns football is a vital part of not 
only their individual identification, but their collective 
sense of community as well. The SCBBA provides "viewing 
sites" where members join together and cheer for their 
favorite team. The viewing sites become the central 
location of activity. Hamid (1993) states that activity 
allows for ritual behaviors that are so essential for the
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formation of friendships. Thus, the viewing sites provide 
valuable opportunities for bonding and development of 
comradarie with one's fellows, which in turn, allows for the 
development of a sense of community.
Bender (1991) states that group membership provides 
opportunity for and, a sense of, community. Respondents 
were asked if the SCBBA has provided a sense of community or 
belonging. The data in Table 4 3 indicates that sixty-two 
percent of all respondents agreed and eight percent strongly 
agreed that the SCBBA provides a sense of community. 
Seventy-three percent of all respondents indicate that they 
feel as though they are a real part of the SCBBA. Thus, the 
data supports the hypothesis that the SCBBA provides for a 
sense of community.
Fischer (1977) argues that changes in technology have 
left individuals to search for intimate social ties with 
others. Respondents were asked if most of the SCBBA members 
(that they have met) are very friendly. Ninety-eight percent 
agreed and thirty-one percent strongly agreed that the SCBBA 
members are friendly. With these strong feelings of 
friendship within the group, important bonding and 
comradarie opportunities exist. The data supports the 
hypothesis that the SCBBA provides individuals with 
opportunities that might otherwise be lost in the 
technologically advanced post-modern society, to form 
intimate social ties with others.
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Respondents were also asked if being able to watch 
Browns' games at the viewing sites had made the relocation 
to Southern California less stressful. Sixty-five percent 
agreed and twelve percent strongly agreed. Sixty-nine 
percent of all respondents also agreed that the SCBBA has 
provided them with opportunities to meet other people who 
share many of their same interests. The data supports the 
hypothesis that joining the SCBBA lessens the impact of 
residential mobility. This is especially important because, 
as Fischer and Stueve (1977) noted, residential mobility, 
because it involves disconnection from place, can have long­
term negative consequences.
Respondents were asked if the SCBBA has helped them to 
feel more like "being at home" just by knowing there are 
many Browns fans in Southern California. Seventy-nine 
percent of all respondents agreed and twenty-one percent 
strongly agreed. The fact that the SCBBA provides feelings 
of "home" is important because it allows members 
opportunities to associate with people who are not viewed as 
"strangers." Packard (1972) described American society as a 
nation of strangers with geographic mobility and movement 
further heightening the idea of living in a new community 
filled with strangers. Thus, the SCBBA helps the individual 
make the transition of viewing the new community as one that 
is filled with strangers to a view of the new community as 
"home."
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Discussion of Table 43 at this point has revealed that 
SCBBA members share emotional ties with one another and that 
the group does offer a sense of community. But when we 
examine whether the people they meet at the SCBBA viewing 
sites are more important than the game itself and if they 
prefer leisure activities that involve doing things with 
fellow SCBBA members, the vast majority of the respondents 
disagreed. This is explained, at least in part, because of 
the "stable" nature of the SCBBA members. After all, most 
of them have lived in Southern California for more than four 
years, are financially successful, and own their own homes. 
In other words, the SCBBA provides members with a sense of 
their "roots" and emotional ties to the past, but sole 
reliance on the SCBBA for successful acclimation to Southern 
California is not necessarily the case. Interestingly, 
however, fourteen percent of all respondents agreed that if 
they were offered a new job that meant giving up the SCBBA, 
they would not take the job.
Respondents were asked a number of questions regarding 
the time spent in SCBBA activities. As Table 4 3 reveals, 
twenty-six percent of the respondents agree that they spend 
time with fellow SCBBA members aside from watching Browns' 
football. Seventeen percent of the respondents agreed that 
some of their best friendships in Southern California were 
developed through their membership in the SCBBA. Thirty- 
four percent of all respondents agreed that they often
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participate in SCBBA sponsored events. 
Table 43
Sense of Community 
In Percent 
N= *
Community Variables
Strongly
Agree Agree Disagree
Strongly
Disagree
COMMUNITY 8 54 35 3
REALPART 13 60 26 1
MEMBFRDY 31 67 2 0
RELOCATE 12 53 29 6
SAMEINT 19 59 25 6
AT HOME 21 58 16 5
PEOPMEET 2 18 65 15
FELLOWS 1 16 72 11
NEWJOB 3 11 52 34
TIMEASD 4 22 54 20
BESTFRDS 6 11 58 25
SEAWORLD 5 29 51 15
*Note that the number of respondents varies by most 
variables.
Variable Key (for tables 43-45):
COMMUNITY - 
REALPART - 
MEMBFRDY - 
RELOCATE -
SAMEINT -
AT HOME - 
PEOPMEET -
FELLOWS -
NEWJOB -
TIMEASD - 
BESTFRDS -
SEAWORLD -
SCBBA has provided a sense of community 
feel as though I'm a real part of the SCBBA 
members that I have met are friendly 
SCBBA has helped to make the geographic move 
less stressful
SCBBA provides opportunities to meet others 
who share same interests
SCBBA has helped me feel like I'm at home 
the people I meet (at SCBBA viewing sites) 
are more important than the game self 
prefer leisure activities that involve fellow 
SCBBA members
would not take a new job if it involved 
giving up SCBBA
spend time with other SCBBA members 
some of my best friendships were developed 
through SCBBA
participate in SCBBA sponsored-events
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Table 44, Chi-Square significance, illustrates the high 
degree of significance when using the variable COMMUNITY 
(SCBBA provides a sense of community) in measuring 
association between the two variables.
Table 44
Chi-square Significance 
Community Variables
Community Variables Chi-square Significance
COMMUNITY . 0000
REALPART . 0000
MEMBFRDY . 0000
RELOCATE . 0000
SAMEINT . 0000
AT HOME . 0000
PEOPMEET . 0000
FELLOWS . 0000
NEWJOB . 0000
BESTRFDS . 0000
SEAWORLD .0000
The Pearson's R Correlation Coefficients provided in 
Table 45 reveals a high degree of relationship among the 
variables. The strength of association is significant at 
the .01 level for nearly all the variables.
As hypothesized, the SCBBA does provide a number of 
opportunities for a sense of community. Individual members 
receive and give different rates of enjoyment and 
participation. For some, the SCBBA is a primary sense of
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bonding and friendship, for others, the SCBBA is a secondary 
source of community. However, when ninety-nine percent of 
all respondents indicate that they will remain members of 
the SCBBA, clearly there exists a sense of community, at 
some level, for all. There are many reasons why the SCBBA 
has become a community for these individuals. These reasons 
can best be summarized by analyzing the answers provided to 
the open-ended question—  Why did you join the SCBBA?
An overwhelming number of respondents credit the SCBBA 
newsletter as one of the primary reasons for joining the 
SCBBA. The newsletter is the link between the Cleveland 
Browns and transplanted fans now residing in Southern 
California. The newsletter provides game summaries (during 
the season) and analysis, quotes from players, coaches, and 
management, injury updates, and so on. The newsletter is 
the sounding board for SCBBA members. Here the fans have an 
outlet to express feelings and opinions about the team. The 
newsletter is a source of information on upcoming social 
events and activities and game tickets for "local" games.
The newsletter is much more than Browns football 
information. It is similar to a small town community paper. 
Personal information is shared by its members, from birth 
announcements, engagements, marriages, members who have 
moved away, a personal hello to all new members, and so on. 
In short, all members look forward to receiving their weekly 
(during the season) publication. A large number of
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respondents stated that they joined the SCBBA because it 
provided bonding opportunities and a chance to meet new 
friends. The following are some quotes from respondents 
that reflect this idea:
"To share my love for the Browns with other fans and to 
see more Browns games on satellite t.v. at the viewing 
sites."
"I needed to connect to something I lost when I left 
Cleveland."
"To meet other Browns fans. To keep up with the Browns 
organization after leaving Ohio."
"Originally I joined to watch the games on satellite, 
now, I enjoy the functions and friendships."
"I have followed the Browns and have been a fan for 
nearly 40 years. I like being around other dedicated 
Browns fans."
"To root for the Browns with fellow Browns fans."
"To share in group activities and to have comradely 
with fellow Browns fans."
"To bond with other fellow Browns fans."
"Sharing a bond between fellow Browns fans is more than 
I could have hoped for after moving to California." 
"Because only other Browns fans really and truly 
understand what it means to be a Browns fan."
Respondents also answered the question—  Why did you
131
join the SCBBA?—  by describing the sense of community that 
they developed through the organization. The following are 
some quotes that represent the idea of community:
"Hometown ties."
"The SCBBA is our link to Cleveland."
"I wanted to maintain a connection with home. Also, 
allows for being in a group that shares a common 
interest."
"I like being in touch and in the company of other 
Browns fans and Ohio ties."
"There is a true sense of belonging at the viewing 
sites."
"Helps to relieve 'home sickness'. Bond with other 
'displaced Clevelanders'."
"Helps capture that 'back home' feeling."
"Sense of community."
"So that I would have knowledge and access to sites to 
view Browns games as well as having a community with 
fellow Ohioans."
"Because I love the Browns and only real Browns fans 
can understand this type of devotion."
The above quotes help to illustrate the dedication, 
devotion and loyalty that SCBBA members have to the Browns, 
fellow fans and the SCBBA. For transplanted Southern 
California Browns fans, the SCBBA does help provide a sense
of community and appears to ease the transition of 
geographic relocation for most of its members.
CHAPTER 5
SUMMARY AMD CONCLUSIONS
The purpose of this study has been to analyze whether 
sport spectatorship, via sport boosterism, helps to ease the 
effects of post-modernity. American society of the 1990's 
is characterized by a high degree of fragmentation, 
geographic and residential mobility, dramatic advancements 
in technology and communications, and the development of a 
"world-wide" community. Some theorists refer to this 
phenomenon as the post modern society. Turner (1990) has 
suggested that it is impossible to give an agreed upon and 
consensus as to the definition of post-modernity because the 
issues are essentially contested. A primary social 
characteristic of post modernity is geographic mobility.
Many people move thousands of miles seeking to find a 
"better life," leaving behind the roots of their youth. 
Consequently, many people have difficulty in developing a 
sense of identity or community in a fragmented society.
In the past, many ethnic groups used ethnic based clubs 
as a vehicle to facilitate transition from their home 
country to America (Thomas 1928; Barth 1969; Bell 1975; De 
Vos 1977; and Glazer and Moynihan 1963). Although ethnic 
grouping and identification remains popular today, I suggest 
that one alternative in alleviating the pressures of
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geographic mobility lies with the formation of leisure- 
centered groups, which, in turn, offer some of the same 
membership advantages that can be provided by ethnic clubs 
(i.e., rituals; beliefs and outlooks on society and 
community; normative expectations; and anomie and alienation 
reduction).
Leisure-centered groups are often viewed as primary 
groups by its members. Cooley (1909) described primary 
groups as those characterized by intimate face-to-face 
association and cooperation. They are primary in several 
senses, but chiefly in that they are fundamental in forming 
the social nature and ideals of the individual. Members of 
a primary group share a sense of "we-ness," it involves the 
sort of sympathy and mutual identification for which "we" is 
a natural expression.
Group membership provides opportunity for and, a sense 
of, community. As Bender (1991) describes, community may 
best be defined as a network of social relations marked by 
mutuality and emotional bonds. Community implies shared 
interests, characteristics or association, as in the 
expression "community of interest" (Foster 1990). Nisbet 
(1969) describes community as a fusion of feeling and 
thought, of tradition and commitment, of membership, 
psychological strength and historically and symbolically as 
family.
The idea of community has been central to the analysis
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of social and political life at least since Plato and 
Aristotle (Bender 1991). The concern of community was one 
of the central concerns of the nineteenth century social 
thinkers who feared that modernity, urbanization and 
capitalism all seemed to threaten traditional patterns of 
social life. The Industrial Revolution had further split 
society into a number of conflicting groups, leaving 
individuals bewildered and without a true sense of community 
(Whyte 1956).
The desire for community is a direct result of a 
fragmented modern society. Changes in technology have 
broken down many barriers around small autonomous groups, 
leaving individuals to search for intimate social ties with 
others (Fischer, 1977). Traditional definitions of 
community as a body of people living in the same place does 
not hold true for those who move to a new geographic 
location. Individuals must either quickly adapt to their 
new "neighbors" or seek out a community of people who share 
their ideological beliefs, practices and behaviors. This 
search for community is an extension of a lifetime of small 
group participation which begins when we are born into a 
family, form playgroups during childhood and later into 
cliques of primary association, and continuing throughout 
adulthood.
Today, leisure activities may be viewed as one of the 
most telling indications of who a person really is; more so
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than other labels such as occupation. We engage in sport 
spectatorship because we want to (Rojek, 1985) whereas, work 
is something that most of us have to do in order to earn a 
living. Individuals who have moved from their birth homes 
and their "roots" may come to the realization that social 
groups are now performing the function that their families 
had served in the past. Sport booster groups help provide 
people with a social identity, serve as a primary group and 
bring people together forming a sense of community. Frey 
and Dickens (1990) state that leisure groups often provide 
the most significant community bond people experience.
This study attempts to show that sport booster 
groups do indeed provide a sense of community and that group 
participation helps to increase the individual's identity. 
The research examines the role of Browns football in helping 
individuals build a new sense of community (in Southern 
California), while maintaining their sense of identity 
through their outward allegiance to the Browns.
Additionally, I hypothesize that the dramatic social effects 
of geographic migration are lessened through participation 
in group activities of the SCBBA. Furthermore, it is 
believed that the effects of a post modern society are 
temporarily diminished by simply joining in with a strong 
reference group and sharing in common group activities 
(i.e., watching Browns football). This will be particularly 
true for the highly identified fan, because he/she has
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immediate opportunities to bond with others and quickly form 
a sense of community. For the moderate fan the ease of 
transition will not be as pronounced. Highly loyal and 
committed fans will also enjoy an easier and more successful 
transition than will moderately loyal and committed fans.
Sport booster groups provide a network of social 
relations marked by mutuality and emotional bonds. 
Relationships in booster groups are close, often intimate, 
and usually face-to-face. Individuals are bound together by 
affective or emotional ties rather than by a perception of 
individual self-interest. Participation in sport booster 
groups provide valuable bonding opportunities. Zillman, 
Bryant and Sapolsky (1979) propose that a taken for granted 
assumption is that watching a sport contest alone is less 
enjoyable than watching it in the company of friends (fellow 
boosters), or in the midst of a cheerful crowd (a viewing 
site where boosters can watch a game together). Expressed 
enjoyment or disappointment carries over to group members. 
Feelings are intensified through group empathy and enhanced 
through the expression and emotions of others.
As individuals join in on group activities they gain 
acceptance and naturally gain self confidence (Schutz 1958). 
Sport group participation allows for valuable bonding 
opportunities. Bonding leads to feelings of self confidence 
and increased self-esteem. Self-esteem can be enhanced 
through a number of techniques. Among these is the idea
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that ingroup favoritism leads to individual self-enhancement 
(Crocker et al. 1985). The ingroup/outgroup relationship 
was examined in this study to determine whether this is an 
effective method of increasing one's self-esteem.
The sports booster group under study was the Southern 
California Browns Backers Association (SCBBA). The SCBBA 
was founded in 1985 in Santa Monica (California). The 
organization has become the largest association of its kind 
in the country, with over 1,700 dues paid members.
Recognized as a non-profit corporation under the laws of the 
State of California, the SCBBA serves as a charitable fund 
raiser to supplement its goals.
Research is centered on the individual members of the 
SCBBA. Primary analysis was conducted from data collected 
from a self-administered mail questionnaire. There were two 
pretests conducted. Because of cost constraints, it was a 
goal to keep the questionnaire mailing and printing under 
one thousand copies. A total of 890 questionnaires were 
mailed, with 792 sent to members currently living in 
Southern California and 98 questionnaires mailed to non- 
California residents who have maintained their membership 
with the SCBBA. A total of 506 questionnaires were 
completed, for a response rate of 57 per cent. A number of 
personal interviews, both at game sites and on the 
telephone, were also conducted in order to gain a 
qualitative component to the study.
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Data analysis centered around six primary subtopics of 
concern. The subtopics examined were loyalty and 
commitment, self-esteem, identity, Basking-In-Reflective- 
Glory (BIRG) and Cutting-Off-Reflective-Failure (CORF), 
sport as religion and, the development of community through
sport boosterism. The six subtopics deal with specific
areas in which sport boosterism helps to ease the effects of 
post-modernism.
Respondents were asked a number of questions regarding 
loyalty and commitment. The study of loyalty is important 
for many reasons, but primarily, as Duncan (1983) claims, 
team loyalties developed over the course of many years 
provide spectators with a sense of roots, of stability,
which is often missing in post-industrial America. Smith et
al (1981) found that deeply committed fans believed that 
sport contributes tremendously to the quality of their 
lives, allowing for not only bonding opportunities, but also 
an escape from the daily pressures of everyday life. As 
expected with a group membership of this type nearly all 
members exhibited a high degree of loyalty and commitment to 
the team (the Browns). Loyalty and commitment scales were 
utilized in distinguishing between those highly loyal and 
committed and those moderately loyal and committed. A 
number of hypotheses were tested regarding one's loyalty 
level with bonding, devotion, pride, commitment and 
emotional feelings toward the team and the group. The data
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from this survey supported the original hypotheses that the 
highly loyal and committed fans experienced more intensely 
the emotional conditions of pregame stress, an increased 
heart rate, emotional exhaustion at the conclusion of a 
game, the need to emotionally recover from viewing a game, 
and feelings of an emotional letdown after a team's loss, 
than did the moderately loyal and committed fans. The 
highly loyal fans also showed a stronger intensity of 
devotion, commitment, and pride toward the team than did the 
moderate members. The highly committed fans spent more time 
with fellow SCBBA members and built stronger friendships 
with fellow members than did the moderately committed fans. 
The data also supports the contention that for the deeply 
committed fan, sport group participation contributes to the 
quality of their lives by creating opportunities to 
socialize and bond with friends and thus providing a sense 
of "we-ness" and ultimately creating a sense of community.
As noted earlier, ninety-nine percent of all respondents 
indicated that they anticipate remaining a member of the 
SCBBA and one hundred percent of the respondents indicated 
that they anticipate remaining a Browns fan for the rest of 
their lives.
Rosenberg's (1965) classic self-esteem scale was 
duplicated in order to measure respondents level of self­
esteem. The measurement of self-esteem is important because 
it provides us with another important distinction among
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individuals in the examination of the effects of post­
modernity. Further, it allows us to evaluate whether sport 
boosterism can increase one's level of self-esteem. The data 
supports the hypotheses that the higher the level of self­
esteem the more likely members will remain loyal to the 
group and the sport team; the higher the self-esteem the 
more devoted the individual is to the group and the team; 
the higher the self-esteem the stronger the effects of the 
ingroup/outgroup relationship; and, the higher the level of 
self-esteem the greater the percentage of respondents who 
indicated that they dislike very much the Browns' arch 
rivals. A rival index was created in order to quantify the 
extent to which a rival is disliked. A demographic 
comparison of self-esteem shows no difference by race, 
religion, gender, military service, age, or type of 
residency.
The next subtopic discussed was identity, and as with 
loyalty and commitment, an attempt was made to distinguish 
between highly identified and moderately identified fans.
It is theorized that as the identification level increases, 
the effects of post-modernity should decrease. The 
identification level can be increased by joining and 
participating in the sport booster group. The data from 
this survey supports the hypotheses based on identity level. 
The highly identified fans were more likely to watch locally 
televised games at the SCBBA viewing sites (rather than
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staying at home) than were the moderately identified. The 
highly identified fans are still experiencing more intensely 
the negative memories of the late 1980's AFC Championship 
games than are the moderate fans. The highly identified 
fans have stronger negative feelings toward the rival teams 
than do the moderate fans. The highly identified fans have 
stronger feelings of bonding and commitment toward the team 
and the SCBBA than the moderate fans. The SCBBA has helped 
to ease geographic relocation more for the highly identified 
fans than for the moderate fans. Friends and co-workers are 
much more likely to be aware that the respondent is a Browns 
fan if he/she is a highly identified fan compared to a 
moderately identified fan. The data from this survey also 
supports the hypothesis that highly identified fans 
experience more intensely the emotional experiences of 
pregame stress, the need to emotionally recover after 
viewing a Browns game, an increased heart rate, and feelings 
of an emotional letdown after a team's loss, than do the 
moderate fans. The highly identified fan has an emotional 
investment in the outcome of their favorite team's 
performance and consequently will enjoy the fruits of 
victory more intensely than moderate fans and, conversely, 
experience a stronger feeling of personal defeat when their 
team (the Browns) lose.
Cialdini et al. (1976), in a well known field study, 
uncovered a phenomena which they called "basking in
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reflected glory" (BIRG). BIRGing is an ego enhancement 
tactic designed to increase or protect one's self-esteem. 
Branscombe and Wann (1992) have examined the BIRGing 
phenomenon and also described CORFing (Cutting- Off- 
Reflected-Failure) as a method of distancing one's self from 
a perceived failure. CORFing is also viewed as a method of 
protecting one's self-esteem. The phenomenon of BIRGing and 
CORFing were examined to determine whether fans increase 
their association with successful others and if they tend to 
distance themselves from the group as a result of some 
perceived failure. A number of questions were designed to 
determine the extent of BIRGing and CORFing by group 
members. This data were then controlled by identification 
level and self-esteem level. The data indicate that the 
highly identified fans exhibit many signs of BIRGing but not 
of CORFing. Additionally, the moderately identified fans 
are less likely to BIRG, but also less likely to CORF.
Thus, the highly identified fans utilize BIRG techniques as 
a means of identification-enhancement when the team wins 
but, do not utilizing CORF techniques to distance themselves 
from the team following a defeat. When examining BIRG/CORF 
techniques based on levels of self-esteem, the data 
indicated that those with high self-esteem have a slightly 
increased tendency to BIRG when compared to those with low 
self-esteem. The tendency to CORF is nearly identical for 
members of both the high and low levels of self-esteem.
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Based on the results of this study, the argument that BIRG 
and CORF are techniques used in the maintenance of self­
esteem is questionable.
The concept of sport as religion was examined in order 
to attempt to determine whether respondents had a stronger 
allegiance to the sporting team than to an organized 
religion. Post-modern society is characterized by increased 
secularism and consequently, for many, sport has replaced 
religion as an important social institution. It was 
hypothesized that the highly identified fan would be more 
likely to view sport as religion than would the moderate 
fan. Twenty-five percent of all respondents indicated that 
Browns' football was more important to them than their 
religion. However, the data indicated that the vast 
majority (68 percent) of all respondents watch Browns games 
weekly, while a much smaller percentage (19 percent) attend 
religious services weekly. Additionally, ninety-five 
percent of the respondents watch at least one Browns' game 
monthly while only thirty percent of the respondents attend 
religious services at least monthly. It would appear that 
Browns football is much more important to many more 
respondents than they admit. The data supported the 
hypotheses that the highly identified fan is much more 
likely to view Browns football as religion or even more 
important than religion compared to the moderate fan.
Very few fans believed that praying can influence the
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outcome of a game, thus illustrating the fact that prayers 
are best left within the domain of religion, which is based 
on belief, compared to praying at a sporting event, which is 
based on real and tangible events and not subject to wishful 
and hopeful feelings. The data supported the contention 
that the highly identified fan is more likely to pray for a 
favorable outcome, perhaps because he or she has a stronger 
emotional interest in a favorable outcome for the team.
One of the primary functions of the SCBBA is to provide 
a sense of community. American society of the 1990's is 
characterized by a high degree of fragmentation. The 
effects of a complex post-modern society are magnified by 
geographic relocation. Many people have moved thousands of 
miles away from their birth homes in hopes of finding a 
"better life" consequently leaving behind the "roots" of 
their youth and their established community. Therefore, 
these people need to create a new community and re-establish 
their sense of identity.
In the past many ethnic groups utilized ethnic based 
clubs as a means to facilitate successful transition due to 
geographic relocation. It was argued in this paper that one 
alternative in alleviating the pressures of geographic 
mobility lies with the formation of leisure-centered groups. 
These leisure-centered groups, or booster groups, offer some 
of same membership advantages that can be provided by ethnic 
clubs (i.e., sense of identity, loyalty, commitment, self­
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esteem and a sense of community). Sport consumption has 
reached awesome proportions and indicators such as 
attendance figures and television ratings show that, for 
many Americans, sport and leisure play a primary role in 
their lives (Coakley 1990). Sport spectatorship provides 
opportunities for individuals to share in bonding 
experiences with others and presents a glimpse of continuity 
in the face of an ever increasing fragmented world (Stone 
1955). Most importantly, sport spectatorship provides 
individuals with a sense of group membership, integration, 
and belonging.
For many people leisure activities are viewed as one of 
the most telling indications of who a person really is and, 
since identity involves the aspects if one's life that are 
deemed as essential to the character and maintenance of the 
self, joining a sports booster group further enhances this 
identification. Sport booster groups help to fulfill the 
need to belong and provides a network of social relations 
marked by mutuality and emotional bonds. Sport booster 
groups provide for a community setting and a shared "we- 
ness." Individuals that form the sport booster group gain 
acceptance and self-confidence, thus easing the pressures of 
geographic relocation.
Sport booster groups often serve as primary groups.
They are primary in several senses, but chiefly in that they 
provide group members with a sense of "we-ness" and mutual
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identification. Sport booster groups provide opportunities 
for a sense of community. The desire for community is a 
direct result of a fragmented post-modern society. 
Traditional definitions of community, as a body of people 
living in the same place, does not hold true for those who 
move to a new geographic location. Individuals must either 
quickly adopt to their new "neighbors" or seek out a 
community of people who share there past conceptions of the 
community they left behind. Individuals will seek out 
symbolic representations of their ideological beliefs and 
identities. For the members of the SCBBA, this symbolic 
representation is manifested through their favorite NFL 
team—  the Browns.
The data from this survey strongly indicates that the 
SCBBA does provide a sense of community for a large number 
of its' members. Respondents indicated that they have 
developed friendships with fellow members that extend beyond 
the confines of Browns football, and, have developed 
emotional ties with fellow members. A vast majority of 
respondents indicated that the SCBBA has helped to make the 
geographic move less stressful and that the SCBBA has helped 
to make them feel like being at home. A sample of interview 
comments from the SCBBA members were provided to further 
illustrate the importance of the SCBBA. In short, the SCBBA 
has provided for a sense of community and is a primary 
source of bonding and friendship for many. The SCBBA not
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only provides a sense of community, it appears to ease the 
transition of geographic relocation for most of its' 
members.
In conclusion, this study examined the role of sport 
boosterism as an alternative method in easing the effects of 
geographic mobility and post-modernity. Rapid technological 
advances in highly industrialized nations often leave 
individuals without a sense of identity and community. 
Community is no longer determined simply by residential 
proximity but, rather, commonality in ideology and 
recreational pursuits. Today, many individuals identify 
more closely to their leisure pursuits than their 
occupation. Sport spectatorship is at an all time high and 
indications are that it will remain important for many 
people.
The results of this study clearly support the many 
hypotheses associated with the positive benefits of sport 
boosterism. For most of the respondents the sport booster 
group (the SCBBA) provided hometown ties and thus a sense of 
roots, provided valuable bonding opportunities, allowed for 
expressions of loyalty and commitment, and helped to 
maintain positive feelings of identification and self­
esteem.
It is hoped that these findings help to substantiate 
the positive benefits of sport boosterism and provides 
individuals with the awareness of alternatives available to
them as they try to cope with the pressures of post 
modernity. Future research in this area should note that 
the group under study was already a highly identified group 
However, data comparisons to other sport booster groups and 
the general population should prove to be quite insightful.
APPENDIX 1
THE DAWG PHENOMENON - I will begin this questionnaire by 
asking you for your responses to the "DAWG" phenomenon.
Please indicate whether you strongly agree, agree, disagree, 
or strongly disagree with each of the following statements:
1. The nickname "Dawgs" is as popular with Cleveland fans
as the name Browns.
Strongly Strongly
Agree Agree Disagree Disagree
1 2 3 4
2. The "Dawg" image has helped to support the strong
identity that Browns fans have to their team.
Strongly Strongly
Agree Agree Disagree Disagree
1 2 3 4
3. The "Dawg Pound" (the open-end end zone seats) has a 
positive nationwide image.
Strongly Strongly
Agree Agree Disagree Disagree
1 2 3 4
4. The "Dawg Pound" has a positive image to Cleveland 
fans.
Strongly Strongly
Agree Agree Disagree Disagree
1 2 3 4
5. The mass media loves to use the Dawg Pound as part of 
their promotional gimmick to "hype" a game in 
Cleveland.
Strongly Strongly
Agree Agree Disagree Disagree
1 2 3 4
6. The fans in the Dawg Pound are some of the best NFL 
fans.
Strongly Strongly
Agree Agree Disagree Disagree
1 2 3 4
7. The Dawg Pound is an experience that every NFL fan 
should enjoy.
Strongly Strongly
Agree Agree Disagree Disagree
1 2 3 4
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8. "Barking" after a big play has increased the identity 
level of Browns fans.
Strongly Strongly
Agree Agree Disagree Disagree
1 2 3 4
9. I enjoy "barking" while watching Browns games.
Strongly Strongly
Agree Agree Disagree Disagree
1 2 3 4
10. I wish Browns fans would stop "barking."
Strongly Strongly
Agree Agree Disagree Disagree
1 2 3 4
RIVALS - Now I would like to ask you some questions 
regarding rivals.
11. Other than the Browns please list your three favorite 
NFL teams:
1 .  
2 . _________________________________________
3 .
12. Please list the three teams that you think are the 
biggest arch rivals of the Browns:
1. ____________________________
2 .  
3 .
Please indicate whether you strongly agree, agree, disagree, 
or strongly disagree with each of the following statements: 
(Circle One)
13. A victory against an arch rival is much more satisfying 
than a victory against a non-rival.
Strongly Strongly
Agree Agree Disagree Disagree
1 2 3 4
14. I feel worse when the Browns lose to an arch rival 
compared to a team that is not an arch rival.
Strongly Strongly
Agree Agree Disagree Disagree
1 2 3 4
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15.
16.
17.
18.
19.
20 .
21 .
22.
23.
Memories of the 1986 AFC Title Game still bother me 
(The Drive).
Strongly Strongly
Agree Agree Disagree Disagree
1 2 3 4
Memories of the 1987 AFC Title Game still bother me 
(The Fumble).
Strongly Strongly
Agree Agree Disagree Disagree
1 2 3 4
Memories of the 1989 AFC Title Game still bother me. 
Strongly Strongly
Agree Agree Disagree Disagree
1 2 3 4
How important is it to YOU that the Cleveland Browns 
win?
Not Very
Important Important
1 2 3 4 5 6 7 8
How strongly do YOU see yourself as a fan of the 
Browns?
Not Strong Very
At All Strong
1 2 3 4 5 6 7 8
How strongly do your friends see you as a fan of the 
Browns?
Not Strong Very
At All Strong
1 2 3 4 5 6 7 8
During the season, how closely do you follow the 
Browns. (For example: in person, on television, on the 
radio, televised news or newspaper?)
Not Every
At All Game
1 2 3 4 5 6 7 8
How important is being a fan of the Browns to YOU?
Not Very
Important Important
1 2 3 4 5 6 7 8
How much do YOU dislike the Browns arch rivals?
Do Not Dislike
Dislike Very Much
1 2 3 4 5 6 7 8
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24. How often do you display the Browns logo or insignia at 
your place of work, where you live, or on your 
clothing?
Never Always
1 2 3 4 5 6 7 8
EFFECTS OF BROWNS' OUTCOMES - Next I would like to ask you 
some questions regarding Browns football and the outcomes of 
victory and defeat.
Please indicate whether you strongly agree, agree, disagree, 
or strongly agree with each of the following statements: 
(Circle One)
25. A Browns' defeat negatively effects my work/study 
habits for the next few days.
Strongly Strongly
Agree Agree Disagree Disagree
1 2 3 4
26. A Browns' victory positively effects my work/study 
habits for the next few days.
Strongly Strongly
Agree Agree Disagree Disagree
1 2 3 4
27. Most of my co-workers are aware that I am a Browns 
fan.
Strongly Strongly
Agree Agree Disagree Disagree
1 2 3 4
28. Most of my friends are aware that I am a Browns fan. 
Strongly Strongly
Agree Agree Disagree Disagree
1 2 3 4
29. Browns football has more meaning to ME than MY 
religion.
Strongly Strongly
Agree Agree Disagree Disagree
1 2 3 4
30. I wear Browns apparel regardless of a recent Browns 
victory or defeat.
Strongly Strongly
Agree Agree Disagree Disagree
1 2 3 4
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31. Browns football has more meaning to ME than MY work. 
Strongly Strongly
Agree Agree Disagree Disagree
1 2 3 4
32. Browns football is MY favorite leisure activity. 
Strongly Strongly
Agree Agree Disagree Disagree
1 2 3 4
33. Browns football is just like religion to ME.
Strongly Strongly
Agree Agree Disagree Disagree
1 2 3 4
34. I tend to wear more Browns apparel after a victory than 
after a defeat.
Strongly Strongly
Agree Agree Disagree Disagree
1 2 3 4
35. I read the sports pages on the most recent Browns game 
regardless of the outcome (victory or defeat).
Strongly Strongly
Agree Agree Disagree Disagree
1 2 3 4
36. I read ADDITIONAL sport articles, regarding the Browns, 
following a Browns victory.
Strongly Strongly
Agree Agree Disagree Disagree
1 2 3 4
37. I buy more newspapers following Browns victories than 
after Browns defeats.
Strongly Strongly
Agree Agree Disagree Disagree
1 2 3 4
38. I will not read any newspaper articles regarding a 
Browns defeat.
Strongly Strongly
Agree Agree Disagree Disagree
1 2 3 4
39. I try to "block out" a Browns defeat as soon as 
possible.
Strongly Strongly
Agree Agree Disagree Disagree
1 2 3 4
41.
42 .
43.
44.
45.
46.
47.
48.
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I try to "re-live" Browns highlights throughout the 
week following a Browns victory.
Strongly Strongly
Agree Agree Disagree Disagree
1 2 3 4
I experience an emotional let-down following a Browns 
defeat.
Strongly Strongly
Agree Agree Disagree Disagree
1 2 3 4
Emotionally, I recover very quickly after a Browns 
defeat.
Strongly Strongly
Agree Agree Disagree Disagree
1 2 3 4
It usually takes me one or two days to recover from a 
Browns defeat.
Strongly Strongly
Agree Agree Disagree Disagree
1 2 3 4
By Thursday, the memory of the past game is behind me 
and I start looking forward to the next game.
Strongly Strongly
Agree Agree Disagree Disagree
1 2 3 4
Following a Browns victory I watch as many television 
highlights as I can.
Strongly Strongly
Agree Agree Disagree Disagree
1 2 3 4
Following a Browns defeat, I will watch one highlight 
feature or none at all.
Strongly Strongly
Agree Agree Disagree Disagree
1 2 3 4
I feel an increased heart rate before the kickoff of a 
Browns game.
Strongly Strongly
Agree Agree Disagree Disagree
1 2 3 4
I feel emotional pregame stress.
Strongly Strongly
Agree Agree Disagree Disagree
1 2 3 4
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49. At the conclusion of viewing a Browns game I feel 
emotionally exhausted.
Strongly Strongly
Agree Agree Disagree Disagree
1 2 3 4
Now I will ask you a few questions regarding "local" 
television coverage (games available in Southern California) 
of Browns games. (Circle One)
50. If the Browns are shown on local television will you 
watch it at home or at a SCBBA viewing site?
1. Most likely watch it at home.
2. Most likely to watch it at a SCBBA viewing site.
3. Unsure.
51. If the Browns are shown on local televison and they are 
playing against an arch rival team. Will YOU watch it 
at home or at a SCBBA viewing site.
1. Most likely watch it at home.
2. Most likely to watch it at a SCBBA viewing site.
3. Unsure.
52. If the Browns are shown on local television and they 
are in the playoffs, will YOU watch it at home or at a 
SCBBA viewing site?
1. Most likely watch it at home.
2. Most likely to watch it at a SCBBA viewing site.
3. Unsure.
53. Do you "tape" (record) Browns games available on 
television?
1. Yes
2. No (IF NO, SKIP TO QUESTION #57)
54. Do you keep tape copies of Browns defeats?
1. Yes
2. No (IF NO, SKIP TO QUESTION #56)
55. How many tapes of Browns defeats do you have?
1. 1 or 2
2. 3 or 4
3 . 5 or more
56. How many tapes of Browns victories do you have?
1. 1 or 2
2. 3 or 4
3. 5 or more
LOYALTY: The following questions concern loyalty.
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Please indicate whether you stongly agree, agree, disagree, 
or stongly disagree with each of the following statements: 
(Circle One)
57. Browns fans are much more vocal in support of their 
team than other NFL fans.
Strongly Strongly
Agree Agree Disagree Disagree
1 2 3 4
58. Browns fans remain loyal to their team regardless of 
the won-lost record.
Strongly Strongly
Agree Agree Disagree Disagree
1 2 3 4
59. I remain loyal to the Browns regardless of the won-lost 
record.
Strongly Strongly
Agree Agree Disagree Disagree
1 2 3 4
60. Luck is just as important as skill in terms of the 
outcome of the game.
Strongly Strongly
Agree Agree Disagree Disagree
1 2 3 4
61. Brown fans share a bond with fellow Browns fans.
Strongly Strongly
Agree Agree Disagree Disagree
1 2 3 4
62. I am proud to be a Browns fan.
Strongly Strongly
Agree Agree Disagree Disagree
1 2 3 4
63. I am a highly devoted Browns fan.
Strongly Strongly
Agree Agree Disagree Disagree
1 2 3 4
64. Praying can influence the outcome of a Browns game. 
Strongly Strongly
Agree Agree Disagree Disagree
1 2 3 4
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65. Browns fans share a special bond and committment to 
their team.
Strongly Strongly
Agree Agree Disagree Disagree
1 2 3 4
For statistical purposes I need to ask a few questions 
regarding your family background.
66. Was your father a Browns fan?
1. Yes 2. No 3. Unsure
67. Was your mother a Browns fan?
1. Yes 2. No 3. Unsure
68. Are you presently...
1. Married 4. Widowed
2. Single/never married 5. Divorced
3. Living with someone 6. Separated
IF YOU ARE MARRIED PLEASE ANSWER QUESTION #69 AND IF YOU ARE 
NOT MARRIED PLEASE ANSWER QUESTION #70.
69. Is your spouse a Browns fan?
1. Yes 2. No
70. If YOU were to marry, would you prefer your spouse to 
be a Browns fan?
1. Yes
2. No
3. It doesn't matter
IF YOU HAVE CHILDREN PLEASE ANSWER QUESTION #71 IF YOU DO 
NOT PRESENTLY HAVE CHILDREN PLEASE SKIP TO QUESTION #7 3.
71. How many children are currently living in your 
household?
1. 1-2
2. 3-4
3. more than 4
72. Are YOUR children Browns fans?
1. Yes
2. No
3. No, but I prefer that they were.
73. If YOU have children will you encourage them to be 
Browns fans?
1. Yes
2. No
3. Not sure.
4. Not planning to have children.
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Please indicate how strongly you agree or disagree with each 
of the following statements. (Circle One)
74. There is really no way I can solve some of the problems 
I have.
Strongly Strongly
Agree Agree Disagree Disagree
1 2 3 4
75. Sometimes I feel that I am being pushed around in life. 
Strongly Strongly
Agree Agree Disagree Disagree
1 2 3 4
76. I have little control over the things that happen to 
me.
Strongly Strongly
Agree Agree Disagree Disagree
1 2 3 4
77. I can do just about anything I really set my mind to. 
Strongly Strongly
Agree Agree Disagree Disagree
1 2 3 4
78. I often feel helpless in dealing with the problems of 
life.
Strongly Strongly
Agree Agree Disagree Disagree
1 2 3 4
79. What happens to me in the future mostly depends on me.
Strongly Strongly
Agree Agree Disagree Disagree
1 2 3 4
80. There is little I can do to change many of the
important things in my life.
Strongly Strongly
Agree Agree Disagree Disagree
1 2 3 4
PARTICIPATION IN LEISURE ACTIVITIES
Thinking of leisure, in general, to what extent do you agree 
or disagree with each of the following statements: (Circle
One)
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81. The people I meet at the SCBBA viewing sites are more 
important than the game itself.
Strongly Strongly
Agree Agree Disagree Disagree
1 2 3 4
82. I prefer leisure activities that involve me doing 
things with fellow SCBBA members.
Strongly Strongly
Agree Agree Disagree Disagree
1 2 3 4
83. Work should have a higher priority in a person's life 
than leisure.
Strongly Strongly
Agree Agree Disagree Disagree
1 2 3 4
84. My leisure activities help relieve stress.
Strongly Strongly
Agree Agree Disagree Disagree
1 2 3 4
85. Leisure should be used for self-improvement.
Strongly Strongly
Agree Agree Disagree Disagree
1 2 3 4
86. My work is my leisure.
Strongly Strongly
Agree Agree Disagree Disagree
1 2 3 4
87. Leisure is my relief from work.
Strongly Strongly
Agree Agree Disagree Disagree
1 2 3 4
88. If I was offered a new job that meant giving up the 
SCBBA I would not take the job.
Strongly Strongly
Agree Agree Disagree Disagree
1 2 3 4
Please indicate how strongly you agree or disagree with each 
of the following statements: (Circle One)
89. On the whole, I am satisfied with myself.
Strongly Strongly
Agree Agree Disagree Disagree
1 2 3 4
90.
91.
92 .
93 .
94 .
95.
96.
97.
98.
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At times I think I am no good at all.
Strongly Strongly
Agree Agree Disagree Disagree
1 2 3 4
I feel that I have a number of good gualities.
Strongly Strongly
Agree Agree Disagree Disagree
1 2 3 4
I am able to do things as well as most other people. 
Strongly Strongly
Agree Agree Disagree Disagree
1 2 3 4
I feel I do not have much to be proud of.
Strongly Strongly
Agree Agree Disagree Disagree
1 2 3 4
I certainly feel useless at times.
Strongly Strongly
Agree Agree Disagree Disagree
1 2 3 4
I feel that I am a person of worth, at least on an 
egual plane with others.
Strongly Strongly
Agree Agree Disagree Disagree
1 2 3 4
I wish I could have more respect for myself.
Strongly Strongly
Agree Agree Disagree Disagree
1 2 3 4
All in all, I am inclined to feel that I am a failure. 
Strongly Strongly
Agree Agree Disagree Disagree
1 2 3 4
I take a positive attitude toward myself.
Strongly Strongly
Agree Agree Disagree Disagree
1 2 3 4
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99. How many years have YOU been a member of the SCBBA?
1. Less than one year
2. 3 to 4 years
3. 1 to 2 years
4. More than 4 years
100. Why did you join the SCBBA?
Please indicate whether you stongly agree, agree, disagree, 
or stongly disagree with each of the following statements: 
(Circle One)
101. I spend time with fellow SCBBA members aside from 
watching Browns football.
Strongly Strongly
Agree Agree Disagree Disagree
1 2 3 4
102. Some of my best friendships in Southern California were 
developed through my membership in the SCBBA.
Strongly Strongly
Agree Agree Disagree Disagree
1 2 3 4
103. I often participate in SCBBA sponsored events (i.e., 
picnics, Seaworld).
Strongly Strongly
Agree Agree Disagree Disagree
1 2 3 4
104. The SCBBA has helped me feel more like "being at home" 
just by knowing there are many Browns fans here in 
Southern
California.
Strongly Strongly
Agree Agree Disagree Disagree
1 2 3 4
105. The SCBBA has provided me with opportunities to meet 
other people who share many of my same interests. 
Strongly Strongly
Agree Agree Disagree Disagree
1 2 3 4
106,
107 .
108.
109.
110 . 
111 .
112 . 
113 .
114.
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Being able to watch Browns games, at the viewing sites, 
has made my relocation to Southern California less 
stressful.
(Leave blank if you were born in Southern California) 
Strongly Strongly
Agree Agree Disagree Disagree
1 2 3 4
Most of the SCBBA members (that you have met) are very 
friendly.
Strongly Strongly
Agree Agree Disagree Disagree
1 2 3 4
I feel as though I am a real part of the SCBBA.
Strongly Strongly
Agree Agree Disagree Disagree
1 2 3 4
The SCBBA has provided me a sense of community or 
belonging.
Strongly Strongly
Agree Agree Disagree Disagree
1 2 3 4
In general, belonging to the SCBBA is an important part 
of my self-image.
Strongly Strongly
Agree Agree Disagree Disagree
1 2 3 4
Not counting the SCBBA, how many private organizations 
do YOU belong to, here in Southern California?
1. None
2. 1 or 2
3. 3 or 4
4. 5 or more
I anticipate remaining a member of the SCBBA.
1. Yes 2. No
I anticipate remaining a Browns fan for the rest of MY 
life.
1. Yes 2. No
I feel that by supporting and cheering for the Browns
that I somehow contribute to their performance.
1. Yes 2. No
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115. How long have you lived in Southern California?
1. Less than one year
2. 1 to 2 years
3. 3 to 4 years
4. More than 4 years
116. Were you a member of a different Browns Booster group 
before moving to Southern California?
1. Yes 2. No
117. Do YOU enjoy living in Southern California?
1. Yes
2. Most of the time
3. Only sometimes
4. No
118. Have YOU ever watched the Browns at Cleveland Stadium?
1. Yes (IF YES, ANSWER QUESTION #119)
2. No (IF NO, SKIP TO QUESTION #120)
119. Do you miss watching Browns football at the Stadium?
1. Yes
2. No
3. No, because I still go back to watch the Browns 
play in Cleveland
120. The Browns will be playing in Los Angeles twice this 
year (1993), which of the following best describes your 
likelihood of attending, in person, these games?
1. I will attend both games.
2. I will attend the Browns-Rams game only.
3. I will attend the Browns-Raiders game only.
4. I will not attend either game.
121. Who is YOUR favorite ALL-TIME Cleveland Brown player?
122. Who is YOUR favorite CURRENT Cleveland Brown player?
123. Which of the following best describes your racial or 
ethnic background?
1. White
2 . Black, African-American
3 . Hispanic
4. Asian
5. American Indian
6. Other
(Specify:
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124.
125.
126.
127.
128.
129.
130.
What best describes your religion?
1 . Catholic
2 . Jewish
3 . Protestant
4 . Mormon (LDS)
5. Other
(Specify:
6. No affiliation
About how often do you attend religious services of any 
kind?
1. Every week
2. Once or twice a month
3. A few times a year
4. Never
What is your yearly total adult household income from 
all sources? (Before Taxes)
1. Under $10,000
2. $10,00 to $14,999
3. $15,000 to $19,999
4. $20,000 to $24,999
5. $25,000 to $34,999
6. $35,000 to $49,999
7. $50,000 or more
How many years of formal education have you completed?
1. Elementary school (1-8)
2. Some high school
3. High school graduate
4. Some college or community college
5. College Graduate
6. Post graduate/Professional
(Specify: ____________________________________)
Gender:
1. Male 2. Female
Have you served in the military?
1. Yes 2. No
Into which of the following categories does your age 
fall?
1. Under 25 4. 46 - 55
2. 25 - 35 5. 56 - 65
3. 36 - 45 6. Over 65 years
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131.
132.
133 .
In what type of industry are you employed?
1. Construction
2. Education
3. Farming/Fishing/Forestry
4. Finance/Insurance/Real Estate
5. Gaming
6. Government
7. Health Care
8. Manufacturing
9. Retailing/Wholesale
10. Transportation
11. Service
12. Unemployed
13. Student
14. Retired
Do you live in a(n)
1. Apartment
2. Condominium or townhouse
3. House
4. Duplex
5. Mobile home
6. Other
(Specify: _________________________________ )
Do you rent or own your residence?
1. Rent
2. Own
3. Neither, live with family or friend.
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